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HAMILTON TEXT AND Cover Papers are designed 
to make a beautiful background for the finest 


promotional and direct-mail advertising literature. 





Here, against a background of the great new Hamilton 
Text and Cover Sample Book, are five printed specimens 
of Hamilton Andorra as used by other designers and 
. an annual report, the program of the pres- 
entation of “Oscars” by the Academy of Motion Picture 
Arts and Sciences, a program of yachting races, a dining- 
car menu, and a package insert for a clinica! item. These 
are just suggestions picked at random from the vast vari- 
ety of folders, booklets, brochures, portfolios and the 
like which gain in impact and beauty when printed on 
Hamilton Andorra Text and Cover. 
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W. C. Hamilton & Sons, Miquon, Pa. 
Philadelphia's Famous Paper Makers 
Offices in New York, Chicago, Los Angeles 
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[) ACETYLSALICYLIC ACID cannot 
be manufactured fast enough to meet 
the steadily increasing demand. Produc- 
tion during February of 1952 totaled 
1,072,978 pounds reports the May issue 
of Oil, Paint and Drug Reporter. Frank 
Wertheim of Abbeon Supply Co., 179- 
15 Jamaica Ave., Jamaica, New York 
thinks that part of this unusual demand 
for aspirin is due to the frantic efforts 
of direct mail people to beat or count- 
teract the increased postage rates looming 
on the July Ist horizon. 


—_ 
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SPEAKING OF STATISTICS . 
the only person (so far as we know) 
who has used the DMAA direct mail 
dollar volume figures as the basis of a 
letter is Mary Ellen Clancy of 250 Park 
Ave., New York 17, N. Y. She reprint- 
ed the comparative monthly figures for 
1950 and 1951 (from The Reporter) 
. « « to put across the point that direct 
mail is a husky baby now and growing 
great guns. A 14.9% increase in one 
year. 

rT) 
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ANOTHER STATISTIC USER is 
the Bureau of Advertising of the Ameri- 
can Newspaper Publishers Association. 
While in Raleigh last month we saw full 
page syndicated ad prepared by Bureau 
and run in The Raleigh Times (prob- 
ably duplicated across the country). Fig- 
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ures are based on estimates which are 
slightly in dispute. Even though ad is 
competitively slanted direct mail 
at least gets the break of getting second 
listing. 


] THE DIRECT MAIL DOLLAR 
VOLUME for first four months of 1952 
was $393,289,240—a gain of about 
11'2% over same period last year. The 
volume for April 1952 was $97,849,353. 
—a gain of better than 11% over April 
1951. 


[] DIRECT MAIL will remain in the 
official name of the DMAA. Members 
voted overwhelmingly against changing 
the terminology to Direct Advertising 

. according to recent Association bul- 
letin. Seems to be logical . » because 
“Direct Mail” has finally won recogni- 
tion in all listings of media. 
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}] A MUSICAL MOVING announce- 
ment was dreamed up by Kerker-Peter- 
son & Associates (advertising services) 
of Minneapolis, to spotlight their change 
of address from the National Building 
to the Victor Carlson Building. Front of 
4 page, 8'2"x11" folder looked like an 
old-time flamboyant musical score, ti- 
tled, “We're Headin’ South, Down 
Where the Rutabagas Grow.” Inside 
verse and piano arrangement, “Lively, 
with Gusto.” Last page explained ad- 
vantages of southern Minneapolis loca- 
tion. Good planning and execution. 
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] GADGET REPORT. Miniature plas- 
tic footballs which play favorite college 
songs are manufactured by the Patent 
Button Company, Knoxville, Tennessee. 
The durable surface, molded of Ameri- 
can Cyanamid Company's beetle plastic, 
is grained like a real football and laces 
are painted in school colors. Swiss music 
movement plays one of 25 available col- 








SAVE TIME 
AND MONEY! 
TIE BUNDLES 
AND PACKAGES 
THE EASY WAY 
WITH THE FAMOUS 
SAXMAYER 
NO. 6 TYING 
MACHINE! 


Latest addition to the SAX 
MAYER line is this highly efficient 
general purpose machine especi 
ally suited for tying such things 
as mail in direct mail depart 
ments. Using either twine or 
tape, it ties all shapes and sizes 
of packages up to 6 inches high 
Attractively finished in enamel 
with white porcelain top Legs 
furnished at slight additional 
cost 

Whatever your tying problem 
there's a SAXMAYER to meet 
your requirements Write for il 
lustrated folder describing 20 
standard SAXMAYER Models 
serving over 100 different in 
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Michigan 

















ILING 


large 
envelopes 


direct 
advertising 


house 
organs 


and other 
duplicate 
mailings 


DUPLISTICKERS ! 


Write today for your sample 
package of Duplistickers...see 
how they will save you time 


and money on mailings. 


EUREKA SPECIALTY PRINTING CO. 
558 Electric Street - Scranton 9, Penna. 


DUPLISTICKERS. are made 
only by Earelcor 











Write for your copy of our new 1952 
Envelope and “Mail-vertising” catalog—it is 
a compendium of useful knowledge on 

Envelopitis tt tells you how to use en 
velopes—the right envelope for a specific 
purpose. Pages 4 and 5 will best indicate 
how we can both save and make money 
for you, thru your use of ovr products 
and facilities 


DIRECT MAIL ENVELOPE CO., INC 
1S West 20th Street, New York 11, N. Y 
WaArtkins 4-0500 








HOW TO WIN NEW MAIL 
ORDER CUSTOMERS IN 
VOLUME FROM 


Moscly 


MAIL ORDER LIST SERVICE, Inc 


Bost 16. M 


NEW MAIL ORDER CUSTOMERS IN VOLUME 
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lege. high school and military tunes. 
Should be good for alumni fund-raising 
campaigns. 

— 
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THE ART DIRECTORS’ CLUB of 

Nashville, Tennessee recently issued an 
attractive 8 page, 11”x8'2” two color 
booklet to publicize and explain the ser- 
vices of its members. Photograph of each 
is reproduced . . . with short description. 
Very well done. Copies can be obtained 
from Walter Moore, Jr., Secretary, N.- 
A.D.C., 810 Broad Street, Nashville 2, 
Tenn. 
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A NEW ENLARGED EDITION 
(the fourth) of “Restrictions on Trans- 
portation of Letters” is available from 
Supt. of Documents, U.S. Printing Of- 
fice, Washington 25, D.C. Price is 10¢. 
This is a compilation of “The Private 
Express Statutes” with interpretations by 
the Office of the Solicitor of the Post Of- 
fice Department. Very few people under- 
stand how the Post Office happened to 
get an absolute monopoly on the trans- 
portation of “first class’ matter. Some 
people violate the law (and are subject 
to penalties of fines and imprisonment) 
without knowing a violation has been 
committed. This booklet attempts to 
make the whole matter clear . .. by 
explaining the provisions which in some 
cases predate the Federal Constitution. 
If you ship correspondence files, for 
example or manuscripts, or con- 
template assembling letters or invoices 
of different companies in one envelope, 
or stuff messages in mailing receptacles, 
you may be on illegal grounds. Better 
get and read this pamphlet . . . so you'll 
be an expert. 

— 
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WATCH YOUR LIST. Old advice 
but still needed. K. W. Weeks of The 
Walton Company, Box 5, Elmwood 
Branch, Hartford 10, Conn. sent us ex- 
hibits of mail received from a prominent 
industrial advertiser. On one day, he re- 
ceived four identical pieces addressed to 
a location from which the company had 
moved four years ago. The next day two 
more identical pieces arrived, with same 
incorrect address. To his letter, advising 
the offending mailer of the unnecessary 
wastage, he added a P.S.—“What will 
tomorrow bring?” Maybe increased pos- 
tage rates will turn out to be a blessing 
in disguise. Clean up your mailing lists. 
Cut out all duplications and dead wood. 
Your postage and printing bills will 
probably be less . not more. 


—_ 
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BREVITY is eye-catching when well 
handled. We liked the form letter 
mailed by Jim Minick, manager of the 
Grace V. Strahm Letter Co., 301 Gra- 
phic Arts” Bldg., Kansas City 6, Mo. 


Processed on attractive green and brown 
letterhead, which adequately describes 
“Who - Where - What.” First paragraph 
reads: “There is absolutely no use tak- 
ing a whole page to get around to saying 
what we have to tell you, so we'll just 
skip down” . then a brown diagonal 
line to first word of last paragraph at 
bottom of page . “to here and say 

. for the best in multigraphed let- 
ters, mimeographing, multigraphing, ad- 
dressing, or any lettershop service, just 
call us.” Then the signature. That's all. 
Incidentally, we were shocked to hear 
that our old friend Grace Strahm had 
passed away more than a year ago. 
Found it out belatedly when we called 
the manager of the T.W.A. Columbus, 
Ohio office, trying to get a reservation. 
Manager turned out to be Grace's son, 
Paul. His mother was one of the first 
in the struggling early days of the let- 
tershop business. Started back in 1913. 
Highly respected wherever direct mail 
people gathered. 


—_ 
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COLUMBIA UNIVERSITY is now 
granting a Liberal Arts college-level de- 
gree in the Graphic Arts field. People 
taking new course can receive more 
than one half of the total credits re- 
quired for a college degree in such sub- 
jects as printing, typography, book bind- 
ing, book production, etc. A new booklet 
describes the project and the possibility 
of establishing a permanent Graphic 
Arts Center. You can get a copy by 
writing to Thomas Roy Jones, American 
Type Founders, Inc., 200 Elmora Ave., 
Elizabeth B, New Jersey, or Dr. Carl 
M. White, the Director of Libraries at 
Columbia University, New York, N. Y. 


—_= 
ade 


FOR AN UNUSUAL BOOKLET 
write to Bart Hydorn, Advertising Di- 
rector, Fortune, Rockefeller Center, New 
York 20, N.Y. Title, “How to read 
Fortune in bed.” The 6'2"x8%”", 56 
page booklet was designed by Fortune's 
Art Director, Leo Lionni and it is sure 
different. It's a fast running story with 
only three or four lines of type on each 
page. Continuity continues from page to 
page. Each page is set in entirely dif- 
ferent display type. A footnote at bot- 
tom of each page specifies the face and 
point size used. The selection of face 
attempts to indicate spirit or tone of 
the copy. A bang-up promotion job. 


WE ARE HEARING from a lot of 
house magazine editors these days. 
Many impressive case histories. Seems 
to be an increased interest in this direct 
mail format. And some of the most suc- 
cessful are not in the spectacular or ex- 
pensive category. Charles Pfeiffer of 
Clayton Manufacturing Company, El 
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PRINTER JONES: Well, son. |'li show you. Here 


are two catalogs, Which one do you want to read ? 


JONES, JR. The one with the pretty cover! 





PRINTER JONES: Right! This catalog looks 


exciting! Makes you want to read it. That's what a 


“stopper” is. 





Even a child can understand it. It’s as simple as 
ABC. The mailing piece that gets readership and 
results is the one that Jooks interesting ... and 
important. 

Show your customers how bright, durable Ham- 
mermill Cover adds the vital spark and long life 
that keep their sales messages working for months 


COVER 


BY THE MAKERS OF HAMMERMILL BOND 


after they send them out. They'll repay you in 
good will and repeat business. 

You’ll find Hammermill Cover easy to sell be- 
cause it’s backed by the “Hammermill’’ name, 
known and accepted by tens of thousands of print- 
ing buyers. Send the coupon for 
the up-to-date sample book. 


Hammermill Paper Company 
1621 East Lake Road, Erie 6, Pennsylvani 


Please send me—FREE—the up-to-date sample book of 


Hammermill Cover. 
Name 


Position 





You sign ‘letters and 


fill out office forms with 
ink. So why not specify 
the paper that never 
“feathers” your writing ? 
Nekoosa Bond: better to 


work with and to work on. 


MADE IN U.S.A. 


NEKOOSA- EDWARDS PAPER CO, PORT EDWARDS, WIS 


Monte, California sent us a collection of 
his twelve year old monthly 6” x9", 
four page “Dynamometer.” Printed news- 
paper tabloid style in one color. (Start- 
ing January this year, masthead printed 
in red. Otherwise format has not 
changed.) Has grown from a 2,500 start 
to 13,000 for the April 1952 issue. All 
records has been a powerful 
business builder. 


prove it 


ODD SIZED ENVELOPES are of- 
ten a headache. To obtain, that is. Just 
learned that there is one concern which 
specializes in them. You can even get a 
wall chart which shows what odd sizes 
and in what paper grades are available. 
Write to Murray A. Cunitz, President, 
Huxley Envelope and Paper Corp., 295 
Lafayette St.. New York 12, N.Y. and 
ask for one of the charts. 
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CORDIAL CONTACTS are being 
used effectively by Harry Porter of Har- 
ris-Seybold Company, 4510 East 71st 
St., Cleveland 5, Ohio. He has a special 
list of important contacts throughout the 
world. Mostly 
their first names. Every once in a while, 
he sends them a cheerful dearless letter, 
this and that. All are 
typewriters; 


people he can call by 


commenting on 
produced by automatic 
signed by Harry personally (sometimes 
with a handwritten P.S.) In his April 
letter, he voiced a regret that “the voice 
of the tax collector across the land can 
be so disastrous to the famed American 
sense of humor and optimism.” As an 
antidote, he enclosed a 138 page, bound 
book entitled “Even As You and I” 
by Roger Stephen. The book is a knock- 
illustrated five part 
secretaries 


out. A humorous, 
series of reflections for all 
and their dictators. Behind and between 
the humor there's a lot of sense. Secre- 
taries and their bosses all over the coun- 
try are laughing over this little book. 
And that’s the purpose of Harry's letter 

to make folks feel good. 
— 
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DO DOCTORS READ direct mail? 
Charles Penn, Sales Promotion Manager 
of A. E. Borden Co., Inc., 176 Brookline 
Ave., Boston 15, Mass. says they do. He 
mailed reprint of a clever cartoon from 
Boston paper about air conditioning to 
2,000 doctors with a stimulating 
handwritten memo attached, kidding 
about cartoon but not asking for a reply. 
A week later he mailed a filled-in form 
letter to same list describing advantages 
to doctors of Fedders dehumidifiers. A 
return card asked representative to call. 
Within next week ... 8% of the doc- 
tors had replied. Has anyone in mail 
order tried this stunt of a preliminary 
non-selling humorous approach . . . fol- 
lowed by a selling letter? It might work 
on selective lists. 


SAVING CLERICAI 
important subject these days. 
ing ideas for handling letters are pop- 
ping up. Arthur Dobbs, Ever Ready La- 
bel Corp.. 357 Cortland St., Belleville 


9, New Jersey, inspired by our item in 


TIME is an 


Time sav- 


The Reporter, has made up an attractive 
label. Can be attached 
to incoming letters on which you want 
hand or typewriter. Label 
explains reasons why. Write 
Arthur for samples. Jim Ford tells us 
about a stunt being used by the Garland 
Cleveland 5, Ohio, to help 
salesmen who do 


“marginal reply” 


to reply by 
courtesy 


Company, 
district 
not have stenographers. Company sends 


managers or 


a carbon copy with each letter, which is 
typed with wide margin. Field man puts 
carbon sheet between, writes with pencil 


his answers in margin. Sends original 
back and keeps carbon copy for record. 
Pass your ideas along for saving 


time with letters. 


—_ 
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A MASTER CHART . 
writing better 
letters has been designed by Theodore 
Handelman, 509 Fifth Avenue, New 
York 17, N.Y. We tried to get permis- 
sion to reproduce this copyrighted ma- 
terial in The Reporter . . . but Ted 
tells us he can't do it right now because 
it will be included in a new manual on 
letters. But he says he will send a com- 


show ing 


successful techniques for 


plimentary copy to Reporter readers 
first come, first served, as long as extra 
supply of charts last. Worth having. 


DAMMIT! This is 
a couple of our friends in the magazine 
and directory publishing business. Don’t 
know that you rub 


a special note to 


you fellows your 
prospects the wrong way when you try 
comparing its 


to sell your space by 


“economical cost” with the “expensive- 
ness” of direct mail? You should see the 
letters we get criticizing your knocking 
efforts. And, of course, it is always em- 
phasized that you use direct mail to 
knock direct mail. As one critic put it: 
“I could stand outside of the Waldorf- 
Astoria with a sign advertising a 25¢ 
a night flop house. It would cost a lot 
less to sleep there—but would that in 
itself be a true comparison of what the 
guests would get for their money?” Sell 
your wares on their own merits. Don't 


make irritating and ridiculous compari- 


sons, 


A NEW PROCESS for direct image 
offset plates has been developed by 
Standard Rate & Data Service, Evan- 
ston, Illinois. Write to President C. Lau- 
ry Botthof for complete details. Impres- 
from illustration are 
on an ordinary proof press 

sheet of 
then 


sions type or 
transferred 
type to a thin 


Sheet is 


from treated 


aluminum. mechanically 
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smoothed or debossed. Instantly ready 
for offset press. Sounds like a headache 
saver. 

= 


HURRAH! Remember . . a few 
months ago we reported that someone 
in St. Louis was returning unsigned Per- 
mit Business Reply Cards with a rubber 
stamp imprint, urging mailers to send 
all mail first ciass to get Post Office out 
of the red? Evidence was turned over to 
Postal Inspectors, including complete 
names of people in St. Louis area who 
were on original lists. Latest report from 
P.O. Department . . the culprit was 
caught. “Appropriate action has been 
taken.’ We know name of outfit 
but no reason to reveal it now. After a 
tough session with hard-boiled postal 
inspectors . . the punishment is prob- 
ably sufficient. We urge all readers to 
report promptly all illegal use of Busi- 
ness Reply Envelopes and Post Cards. 
rhe P.O. Department definitely wants 
to clean up any misuse. Action was sure 


fast in this case 


eee 


NEGATIVE SELLING rubs folks 
the wrong way. Clark Stout, Sales Man 
ager of the Stone Straw Corporation, 
900 Franklin Street, N.E., Washington 
17, D.C. complains about a trade paper 
currently approaching prospects with a 
letter starting “You surprised me” 
and then painting the prospect as a hor- 
rible example of non-conformity because 
he does not take display and directory 
space like all the other “successful” 
people. Bad selling. Also causing con- 
tinuing complaints the efforts of 
some trade publications to get paid for 
editorial material. One such company re- 
cently asked for detailed editorial infor- 
mation and then blatantly asked for 
permiuss:on to charg i specified amount 


for “reproduction charges Nuts! 


ANOTHER IRRITATION. An 
irate subscriber sent us a window en- 
v elope piec e maile d 3rd < lass by Ww hite 
Shield Program, 10th Floor, Jefferson 
Bildg., 1015 Chestnut Street, Philadel- 
phia 7, Pa. At left of window in simul- 
ated handwriting was printed “Here is 
the information you requested”. The re- 
cipient of the piece had not requested 
any information. He thinks the tech- 


nique is deceptive. We agree 


eed 


rALK ABOUT IRRITATION: Jim 
Stewart, who used to help us edit The 
Reporter and who is now Ad Manager 
of J. T. Baker Chemical Company, Phil- 
lipsburg, New Jersey, sent us a high 
pressure but sophomoric letter received 
from a trade magazine. He defied his 
old boss to dope out from the letter 
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NEW for 


mimeograph 
TRY RS 


Long Run 


ALL-PURPOSE 
with or without 
Ss i 13 MW Cc i film-topping 
NEW — dual-purpose Type-Black cushion sheet provides 
high contrast black copy for real typing visibility plus (2 


automatic proof copy for immediate checking. It's the first 


truly efficient two-sided cushion sheet 
NEW — easy corrections without burnishing 
For use with all makes of suitable stencil duplicating products 


For mechanical Photo-Offset negatives—Filter-matched orange 


colof assures crisp, sharp mechanical negatives for photo-offset re 


AB DICK 


Mail Coupon for FREE Samples and information 


production 


A. B. DICK COMPANY, Dept. R-652 
5700 Towhy Avenve 
Chicago 31, Illinois 


(] with film-topping [_] without film-topping 
Nome 

Organization 

Address 

City Zone State 





SYLVANIA Electric Products always 





manages to get excitement into its an- 


nouncement of new dealer campaigns. Ad Manager E. W. Gutelius recently released 


the 1952 dealer 


help campaign with well - designed explanatory sales building kits. 


Last year well over 600 electrical contractors joined a similar program and the mail- 
ings arranged by them reached over 100,000 prospects and customers six times 


through six separate mailings. 


what type of magazine or readership was 
offered. We give up! What's the use of 
using direct mail unless you make your 
purpose and offer crystal clear. 

_— 
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SIGNS OF GETTING OLD. When 
we get press releases like the one an- 
nouncing that Robert W. Raymond is 
now a director of Dickie-Raymond, Inc. 
of Boston and New York, or when we 
(Mem- 
phis, Tenn.) was the successful under- 
study of the lead in the “King and I” 
and is now going great guns on radio 


hear that Leonard Graves’ son 


and television. Seems like we were 
around when the cigars were passed out 
fathers. The successful sons 
at DMAA Conventions 


by happy 

and daughters 

are inspiring. 
_— 
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PORNOGRAPHIC 


are getting more prevalent in spite of 


mailing pieces 
efforts of Postal Inspectors. Two outfits 
in California are operating blatantly. 
One offers, with lurid description, all 
sorts of nudes either stills or motion 
pictures. Another describes in intimate 
details unexpurgated versions of the 
world’s “best” pornographic literature. 
An outfit in St. Louis takes th 
lowdown methods. A 13 year old boy 
letter describing and 


cake for 


received a form 
offering a product which would cause 
him longer sexual gratification. His 
father was furious. And rightly so. This 


prize promotion goes to the postal in- 


spectors. 


VISITED THE NEW PLANT of a 
neighbor recently. National Photo Re- 
productions moved from New York to 
a specially designed plant at New Hyde 
Park, New Yerk. Fabulous .. . the 
new automatic equipment for develop- 
ing and finishing the films of amateur 
photographers from all over the map. 
Business conducted entirely by mail. On 
a commercial basis, glossy prints can be 
supplied in lots of 1,000 or more (2- 
443-94") for as low as le each. 


— 
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A FRAUD ORDER was issued by 
the Post Office Department on April 
29th against the Classified Publishing 
Corporation, (Publishers Classified Busi- 
York. They 
were the folks who sent you those things 
which looked like legitimate 
About time. But what about all the 
others springing up around the country? 
How about a blanket fraud order? 


ness Directory) of New 


invoices. 


— 
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UNORDERED MERCHANDISE is 
still being sent as a gimmick by Charity 
Organizations in spite of all the negative 
publicity. The Gold Star Wives Service 
Foundation of Chicago (see December 
1951 Reporter, page 31) has evidently 
given up their wallet promotion. Now 
using a metal key chain tag with the 
Lord's Prayer on it. (Special 
card urges Catholics to get special tag 
prepared for them). Taking the cake 


request 


for stuffing an envelope to capacity is 
the National Kids’ Day Foundation, 
1765 N. Gower Street, Hollywood 28, 
California. Using Mrs. Bob Hope and 
Jimmy Fidler as the celebrity fronts. En- 
velopes contained usual sales letter urg- 
ing payment for an unordered person- 
ally individualized “23 carat gold” foun- 
tain pen. Also included instructions 
for using pen; a die-cut coin card for 
making remittances; an order form for 
making additional purchases; a _ folder 
with “a 
urging remittances; a coded return en- 


word from Bing Crosby” 


velope with 3¢ envelope affixed. Strange 
how prominent people will allow their 
names to be used for such dubious and 
irritating stunts. The Post Office surely 
will not give this pen-selling effort an 


exemption trom increased rates. 


ERWIN DI CYAN, PH. D., Direc- 
tor, Di Cyan & Brown, Consulting 
Chemists, 12 East 41st Street, New York 
17, N.Y. has one of the most peculiar 
signatures we've ever seen. Nearly un- 
readable . . . and looks like it is lettered 
with a brush. (Thank fortune his com- 
petent secretary types the name under 
the signature). Out of curiosity, we 
asked Dr. Di Cyan how he handled the 
signing of his letters. The mystery was 
solved. For sentimental reasons, he uses 
the first fountain pen he ever owned. 
From years of writing, the point has 


been worn to a brushlike thickness. 


NEW HOUSE MAGAZINES are 
popping up frequently. Greetings this 
month go to Diuretic Review, 2 report 
of research; clinical procedures; new 
drugs and current trends in cardiorenal 
therapy. To be published monthly by 
Lakeside Laboratories, Inc., Milwaukee 
1, Wisconsin. 


eee 

A STUNT 
tized the product was used by the Gus- 
Kansas 


which actually drama- 
tin- Bacon Manufacturing Co., 
City, Missouri, manufacturers of Ultra- 
lite glass fiber insulation. To put across 
sales pitch that “Ultralite will jump to 
serve” the customer's insulation needs 

a folded sample was packed in a 
sto "x3lo"xI! mailing box. When lid 
is removed . insulation jumps out into 
opener’s lap. A miniature reply card 
(for requesting more information) was 
packed in the box along with an _ ex- 
planatory cartoon-type piece. Clever sell- 


ing. 


A NEW POSTMASTER for the 
largest Post Office in the world. After 
many vears of service Albert Gold- 
man retired on May Ist from his desk 
at 8th Avenue X& 33rd Street in New 
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York City. The new acting Postmaster 
(until confirmed) is George M. Braga- 
lini. 


D MAA is now conducting its search 
for best direct mail campaigns of year. 
If you want to enter your campaign in 
annual competition . . . write to DMAA 
headquarters, 17 East 42nd Street, New 
York 17, N.Y. for rules and = entry 


blanks. 


_ 
eee 

AN ADVERTISING INSTITUTE 
was staged by Long Island (N. Y.) 
Real Estate Board on Thursday, May 
22nd. Seems to be a wonderful idea for 
business groups. Wonder how many sim- 
ilar meetings are being held? This re- 
porter represented “professional direct 
mail” on a seven man panel covering 
in rapid-fire, hardboiled fashion all forms 
of advertising for local realtors. Bull ses- 
sion developed one of best case histories 
I've ever heard. Clinton B. Snyder, Presi- 
dent, C. B. Snyder Realty Company, 61 
Newark Street, Hoboken, New Jersey 
told how he keeps his 80 man sales force 
busy with a half million mailing pieces 
a year .. .a constant flood of reminder 
and informative shots to selected lists... 
most of it produced in their own du- 
plicating, addressing and mailing set-up. 
May have a complete story on it later. 


oe 
eee 


} MODERN FURNITURE is being 
sold by mail very effectively by Ethel 
Brostrom and Louise Sloane, Design 
Exclusives, RF D1, Sandy Hook, Con- 
necticut. Write to them for attractive 
catalogue. 


_ 
eee 


[}) A TRANSPARENT PLASTIC 
SHEET can be used to create an eye- 
catching form letter . . . by running 
white blocks behind the copy of letter. 
Illustrations on accompanying sheet can 
show thru unprinted sections. Write to 
the Crystal Transparent Corporation, 136 
West 21st Street, New York 11, N. Y. 
for outstanding samples of the process. 
Actual samples describe it much more 
clearly than words. 


eee 


[1 “HOW TO DESIGN A LETTER. 
HEAD” is title of new worth-having 
portfolio issued by the Parsons Paper 
Company, P. O. Box 309, Holyoke, 
Massachusetts. Prepared by designer Les- 
ter Beall. Includes functional examples. 
It's good to see the fine-paper manufac- 
turing companies focusing more and more 
attention on the improvement of letter- 
heads. Rising Paper Company of Housa- 
tonic, Massachusetts is issuing a series 
of sample portfolios “New Letterheads 
Of The Month”. Plenty of ideas. 
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MODERN offset is 
REcessED offset 


Users of offset duplicators have found REcessED offset 
with A. B. Dick lithograph paper plates and masters 
different in four important ways. 


ONE — longer runs with sharp definition. 

TWO — easier corrections. 

THREE—more successful filing. That means 
greater fidelity in re-runs, ease in adding 
copy, changing copy and deleting copy. 

FOUR— marked superiority in resistance to 
finger prints. 

For more information without obligation, 
mail the coupon below. 


A-B-DICK 


THE FIRST NAME IN 


A. B. DICK COMPANY, Dept. R 652 
5700 Tewhy Avenve, Chicago 31, Illinois 


Send me information about REcessED Offset. 
NAME POSITION 
ORGANIZATION 


ADDRESS_ 





2 to 8 copies 
with ONE typing 


No Machines, No Stencils, 
No Attachments 
Use any typewriter ! 


Write for FREE sample 


Penny Label Ce. 

§ Murray St. Name 
New York 7, W. Y./ 
Please send me/ 
FREE sample of 
your TIME & LABOR 
saving ‘‘CARBO.| Address 

Swap” addressing | 

labels | City Zone. State 


Firm 











DIRECT MAIL COMBINE - VELOPES 
ORDER-VELOPES — COMBINE-FORMS 
WRITE FOR SAMPLES 
THE SAWDON COMPANY, INC 


484 Lexington Ave, New York 17 N.Y 








BOOKLETS , 7: 


Beckon! 


sells. 


“Chat Jellow Bott” % 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 





tusssr PHOTO PRINTS 
Periect For ADVERTISING, 
PUBLICITY, PROMOTION! 


Many leoding Agencies & f 
Advertisers Use Gur Service! techs 


| om tee 


| 1000 @ more 
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1 THE WORD “FREE” must not be 
used by the Book-ofthe-Month Ciub to 
describe its dividend offers to new 
members . according to a ruling is- 
sued by the Federal Trade Commission 
on May 16th. The decision by Chair- 
man James Mead with its analysis of 
“false advertising claims” will probably 
stir up endless arguments for months 
to come. Book-of-the-Month plans to con- 
test the order in Court actions. 


BIGGEST PRESS BOOK we've ever 
seen was handed to reporters on Mon- 
day, May 12th at dedication of new 
medical research laboratories of Sharp 
& Dohme, Inc., West Point, Pa. Weigh- 
ed 1% pounds. Pocket type portfolio 
contained 21 separate, multiple-p a ge 
press releases; a souvenir booklet; a fold- 
er of pictures available, with explana- 
tory captions. A monumental job of 
preparation. 

— 
ee 


[) RALPH C. COXHEAD CORPOR.- 
ATION, 720 Frelinghuysen Avenue, Ne- 
wark 5, New Jersey has announced that 
its international sales force will market 
“The Headliner”... a simple photo- 


composing machine for headlines. Was 
described in April Reporter (page 45). 
Type fonts are on changeable plastic 
disks. Headlines can be set (photo- 
graphically) on strips which can be past- 
ed above body copy. Sounds like a 
logical combination. With the Vari- 
Typer and the Headliner... copy for 
bulletins, house magazines, etc., can 
be office composed in “cold-type”. That 
is... without any actual type composi- 
tron. 


eee 


SPEAKING OF MOVING (as we 
did on page 24) direct mail folks all 
over seem to be outgrowing their old 
locations. Roy Rylander Company, for 
most of its 25 years in the Lees Bldg. 
at 19 South Wells St.. Chicago, mov- 
ed the end of April to larger quarters 
at 216 West Jackson. Goes Lithograph- 
ing Co., Inc. recently moved into their 
new building at 6320 S. Harvard Ave., 
Chicago. 


[) A YOUNG STUDENT, according 
to Knoxville (Tenn.) News-Sentinel, 
was worried because he couldn't get 
more returns on a questionnaire to busi- 
ness people for information to be used 
in a sociological research study. He of- 
fered a free chance on a turkey to all 
those responding. Got 18.8% returns. 
The Post Office Department frowns on 
any form of lottery, but ruled this case 
was not a lottery since it was solely for 
information, not profit. 


eee 


)} TIP TO Arthur Martin Karl, Jim 
Mosely, etc.... in case you didn’t see 
it, The New Yorker Magazine kidded 
you in the following incidental intel- 
ligence item in a recent issue: “The As- 
sociated Third Class Mail Users, a Wash- 
ington, D.C., organization whose letter- 
head reads, “Representing the Interests 
of Third Class Mail in the Capital and 
Across the Nation,” sends its bulletins 
by first-class mail. 


eee 


} FIRST DIRECT MAIL AD? Walker 
Nettleton, manager of Nettleton Indus- 
trial Museum, Guilford, Conn. tells us 
that in a search of more than 5000 pub- 
lications, dated prior to 1900... the 
only advertisement of direct mail serv- 
ices was run in 1886 by The Address- 
ing Duplicating & Mailing Co., 49 Dey 
St., New York City. 


[]) MAE RUSS is now with National 
Civil Service League, 120 East 29th St., 
New York City. After many years as 
competent head of the Charity and So- 
cial Service division of the National 
Better Business Bureau, she has moved 
to the other side of the desk. She is 
perhaps the best informed person in the 
world on frauds and rackets and surely 
knows how to keep her new associates 
on the right path. Her old job is being 
filled by Ed Mergardt at National Bet- 
ter Business Bureau, Chrysler Bldg., New 
York 17, N. Y. Incidentally, the an- 
nual report (for 1951) of N.B.B.B. is 
now available. Get it for your files. 
You should know what is being done to 
help keep advertising clean. 


] A. B. DICK COMPANY of Chicago 
is certainly branching out. After adding 
lithographic products and equipment to 
its standard mimeograph lines, the com- 
pany recently announced that it would 
manufacture spirit duplicating products. 
Puts all dealers in position of being able 
to offer supplies for any of the three 
duplicating processes. (See April Report- 
er training outline for descriptions). 
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}) LIKE THE WAY the Northwest 
Airlines, 1885 University Ave., St. Paul, 
Minn. told a dramatic pictorial story of 
the flood in its May 2nd house maga- 
zine, “Northwest Airlines News.” Front 
cover showed flooded air field with 
caption, “Ol’ Man River . . Won't Stay 
Away From Our Door.” Inside copy 
told how employees battled flood. Well 
done. 


eee 


STATISTICS OF INCOME (Part 
11) has been published by the Internal 
Revenue Bureau of the Treasury De- 
partment. Advertising Age made a good 
analysis of it in May Sth issue. Based 
on the figures, Advertising Age esti- 
mates that all corporations combined 
spent in 1948 only 73/100 of 1% 
of their 594 billions of estimated sales 
on advertising. Of course, breakdown by 
business classifications shows widely vary- 
ing percentages... with drug and chem- 
istry manufacturers topping the list, fol- 
lowed by tobacco products. Worth stu- 
dying. 


VISITORS LAST YEAR to the 
Mohawk Trail (that scenic entrance to 
New England through the Northern 
Berkshires, Route 2, Mass.) were de- 
lighted this spring to receive a tiny 
orange and an invitation to return. Spon- 
sored by the Trailside Restaurant, the 
cards attached to the “hot house” orange 
read, “From Florida, Massachusetts—a 
reminder of the beautiful and unusual 
sights on the Mohawk Trail.” No sam- 
ples available since supply of oranges 
was exhausted. But Milton Fitch, presi- 
dent of Howard Wesson Co., 405 Main 
St., Worcester 8, Mass., tells us the stunt 
worked out fine. 


eee 


PECULIAR NAMES of Post Offices 
can be used to tie-in with special pro- 
motions. You can arrange with local 
postmaster to have your mail clearly 
postmarked... if you buy stamps from 
him. Keep your eyes open for possibili- 
ties. We reported previously on Irish 
named towns for St. Patrick Day mail- 
ings (such as Shamrock, Texas). Leo 
Bott of Chicago suggests possibilities in 
Economy, Indiana; Bolt, W. Va.; Darl- 
ing, Miss.; Coffee, Ga.; and Alex Hyde 
of California thinks advertisers might 
do something with postmarks from places 
like Love, Va.; Worry, No. Car.; Dou- 
ble Trouble, N. J.; Hell, Ky.; Raspberry, 
Ark.; Cake, Va.; Pie, W. Va.; Rat, Mo. 


eee 


APPROPRIATE HUMOR pays off well. 
Many good examples reach us from 
time to time. Ad manager Leon Olsen 
of Hubbs & Howe Co., 1702 Elmwood 
Ave., Buffalo 7, N. Y. saw the cartoon 


Contr ued or Page 36) 


"get to the right man 


the round file 


\ 


\ 


What made you 
open and read the 
last direct mail 
piece you got? 


Was it the clean, 
crisp appearance 
... the smooth, 
sleek richness of 
the paper? 


Waretone Craftsman 
Quality Fine Coated 
Papers, whether 
cover, post card or 
label weights, put 
real life into your 
direct mail pieces. 
They make your good 
ideas look better . . . 
give unequalled 
brilliance in 
letterpress or 

offset work. 


Next time you're 
planning a mailing 
let Waretone carry 
your message to the 
right man... not 
the round file! 
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McLaurin-Jones Co. 


makers of 

Old Tavern Gold and 
Platinum Papers, 
Guaranteed Flat 
Gummed Papers, 
Relyon Reproduction 
Paper and 

Ware Postcard 


McLAURIN-JONES CO. 








Brookfield, Massachusetts Offices in: New York Chicago Cincinnoti Los Angeles 
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Five factories and over 100 sales representatives are equipped to handle your 
usual and unusual envelope requirements. Write us your needs today 


"Tension Envetope CorporaATION 


T AVENUE 2ND STREET 
OuR MINNEAPO 
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Warren Leslie of Neirman-Marcus says . . . 


THERE'S SALES VALUE 
IN EVERYDAY LETTERS 


At Neiman-Marcus there is no 
question in the mind of any of the 
executives of the store, including my 
self, about the fact that one of the 
most important aspects of our business 
letter. We 
are all very aware that each time an 
envelope containing stationery with 
the letterhead of Neiman-Marcus goes 


is the ordinary three-cent 


out it Is a representative ol the store 
and has the opportunity to make the 
recipient of this letter either a friend 
of the store; indifferent to the store, 
or even an enemy of the store. This 
is true, of course, of any business or 
ganization, but we think it is parti 
cularly true of Neiman-Marcus, and 
| would like to tell you why this 


IS SO. 


Back in 1907 when our store was 
founded, it was a very small busi 
ness in quite a small town. The 
tounder, Mr. Herbert Marcus, was on 
the selling floor of his organization 
day in and day out. He met his cus 
tomers as they came in. He remem 
bered their 
his friends. He and his sister, Mrs. 


names and they became 


arrie Neiman, co-founder of the frm, 
grew to know hundreds of their cus 


} 


name, and thus began a 


and personalized 


omers by 
tradition of friendly 
service which in an organization of the 
haracter of Neiman-Marcus is most 
mportant. All of that was forty-five 
years ago. Today we are engaged in 
4 Major expansion program. Executives 
of the firm are tied down through 
the biggest part of each day with 
building plans, meetings with archi 
tects, and the machirery of running 
the complicated operation of a big 
business. They cannot possibly be on 
the selling floor, meeting and talking 
to customers as much as once they 
were. Yet all of us are convinced 
that a great part of the success of 
the store can be directly traced to the 
close relationship between the store’s 
executives and its customers. The ques 
tion then becomes how can this close 
maintained, 


personal relationship be 
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business has grown be 


though the 
yond the point where anyone can pos 
sibly know even a quarter of the 
store’s customers by name, and the 
answer to the question, ot course, 1S 
through correspondence. At Neiman 
Marcus, we write a lot of letters. We 
write letters of adjustment; we write 
letters of collection; we write letters 
of apology; and we write sales letters. 
Now, I am using the word sales let 
ter in a very specific sense, because 
actually every letter that is written at 
Neiman-Marcus is a sales letter. The 
only trouble is not all of them read 
like one. 

For the purpose of our discussion 
this morning, | did quite a major 
investigation, as I have said, into 
our files. During this survey I read 
hundreds of letters which have gone 
out under the letterhead of Neiman 
Marcus and I took a lot of notes. | 
took notes on the ones that I thought 
were done well and I also took notes 
on the ones that I thought were 
done badly. When I had finished, | 
looked over my notes, and I found 
that through all the various catego 
ries ot lette rs which Zo out trom 
Neiman-Marcus every day, certain 


specific principles hold true from one 


category to the other. 

I'd like to try to break down these 
various categories and talk about each 
of them in turn and perhaps the 
easiest place to start would be with 
the sales letter. When I use that term, 
I am speaking of the specific sales 
letter, of which 
types. For example, if we are going 


there are various 
to hold a showing of clothes in some 
city other than Dallas, we will write 
a letter to a number of our customers 
in that city announcing the showing. 
The object of this letter is to persuade 
these customers te come in and to 
see the clothes and to try them on 
and to buy them. If the letter does 
not succeed in persuading these cus 
tomers to come in and see the show, 
then we will have taken a large hotel 
suite and we will have brought a 
number of saleswomen and a great 
deal of merchandise for no reason 
whatever. Because no retail operation 
whatever can be successful in = any 
way, shape or form without one very 
necessary clement and that ts custom 
ers. So, our letter to those people who 
we think might be interested in seeing 
our clothes is most important. If it 


does not interest them in comi ig to 


Warren Leslie 


Reporter's Note: Warren Leslie is Assistant to 
President Stanley Marcus of the famous depart- 
ment store, Neiman-Marcus in Dallas, Texas. On 
April llth he talked to the southwestern re- 
gional meeting of the American Business Writ- 
ing Association. Secretary C. ® (Andy) 
Anderson thinks the thoughts developed are 
important for all letter writers. We agree. Se, 
here are the highlights. Warren Leslie has had 
the kind of background which gives him « 
sound knowledge of life, people . and let- 
ters. A native of New York City. Graduated 
from Phillips Exter Academy and Yale Univers- 
ity; served in Marines; reporter for Dallas Morn- 
ing News; won Sigma Delta Chi Award for 
best news story of 1950; writer for N.B.C... in- 
cluding Jinx Fatkenburg-Tex McCrary show. He 
has been around 
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DUNHIL INTERNATIONAL 
LIST CO., INC 


565 Fifth Ave., N.Y. 17, Plaza 3-0833 














LET'S WRITE 
FRIENDLIER 
LETTERS! 


Here is a new service that will be 
interesting to y« f you want your 
executives, correspondents and sales 
men to write friendly letters that 
build good will in addition to con 
veying @ message 





This new method of raising the 
standard of your company corres 
pondence and keeping n a high 
Loe is bemg success! sed by 
some of the largest firms in the 
world, with several hundred dicta 
tors, and by many with y ten 
or less 
The service is 1 LET'S WRITE 
FRIENDLIER LETTERS it as 
ve twice am h. ab f ! 
with suggest ‘ 
terestingly and 
te n whatever q 
t© give a Py 
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THESE MILLS GRIND FAST ... but just as surely as the mills 


of the gods grind slowly! Depending on the type of Rising Paper . . . they grind for 
minutes or hours, but always with uniform results. Rising employs the latest models 


of stainless steel Bertram Beaters to beat pulp and rag fibers to uniform characteristics 


... Special templates control beating operation automatically, That’s another reason 


why you know Rising Paper is Fine Paper al its BEST! 
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Fine Paper at its BEST... Jain yp 


Vico 


-_ . Pas Bi ; 4. ° ° 
comes to you from the Rising Mill” + /\%-e ‘in the scenic Berkshires 


RISING PARCHMENT R 7 NO. 1 INDEX 0% Ros 7 RISING BOND (25% foo) * PLATINUM PLATE(25% Roo) * LINE MARQUE (25%, Rog) 
INTRALACE TEXT * HILLSDALE VELLUMS AND BRISTOLS (25%. Rog) * WINSTED VELLUMS AND BRISTOLS 
Rising Poper Compony, Housotonic, Moss. 








better 
production 
brings 

better results 


There's a best way to produce 
direct mail. . . . 

MASA members study the best, 
most effective, ways of produc- 
tion; support research and fact 
finding; share knowledge of im- 
proved methods. Their object is 
better results for you. When you 
try to “save” money with 
“cheap” production you tamper 
with results. 

Te check the effectiveness of 
your production source . . . 
Always say, “Are you MASA?” 
YOUR BEST SOURCE for: Creative direct 
me campaigns multigraphing mimeo 
graphing, offset and letterpress printing 
bindery, mailing service, mailing lists 
er Information about postal regulations 
and better direct mail results 


For names of MASA 
nembers arest you, write 


Mail Advertising 
Service Association 


18652 Fairfield Avenue 
Detroit 21, Michigan 
MASA 











Cash in on “The Good 
Ol’ Summertime” with 


THE ONLY AVAILABLE 
MAILING LIST 


OVER 7000 
LICENSED RESORTS 
AND MOTELS 
IN WISCONSIN 


America’s Vacationland 


Guaranteed Up-to-date 
List Only $] O 0° 


The Clarkson Company 
730 Jefferson Street 
Wausau, Wisconsin 








I cannot imagine a worse business 
letter. My only excuse is that I must 
have been tired or dyspeptic, or some 
thing of the sort. How much_ better 
to have said: 

Dear Bob 

I'm delighted to tell you that the pajamas 
the necktic, the dress and the slippers are 
in the mail. The bottle opener will be too 
within three weeks, if you can wait that 
long. We had a tremendous demand on 
it and ran out of stock temporarily, so i 
ou're m a great hurry, let me know and 
I'll cancel the order. Otherwise, wt will be 


on its way shortly 


The second letter emphasizes the 
fact that we could fi// ninety per cent 
of the order immediately, and that the 
rest of it could be filled shortly The 
first way leads with the negative, 
which in letter writing is like leading 
with your chin. 


So, for point one, let's lead with 
the afirmative. Point Two: When you 
are writing someone, it isn’t a bad idea 
to use his name a time or two after 
the salutation. A lot of business letters 
start off, Dear Mr. Jones, and then, 
after that salutation, they sound as 
though the letter writer is speaking 
to a slab of stone. There is no further 
proof within the letter that Mr. Jones 
is a human being. The use of this 
name makes Mr. Jones realize that, 
even on paragraph three of your let 
ter, you still remember his name. 


And that is a trick, which leads 
to another one, even more important 
Letters should sound as though you 
are talking to the recipient. Now, in 
talking to somebody, you don’t use a 
lot of heavy-handed cliches like “Pleasé 
be advised that, etc. etc.” So, you 
shouldn't use them in letters. Using 
names will help you not to. Suppose, 
for instance, that a woman has re 
turned a dress to Neiman-Marcus be 
cause the colors have run badly. In 
vestigation shows that the dress has 
heen washed, when it plainly should 
have been cleaned. Here are two ways 
in which that could be explained to 


the customer 


Dear Mr Jones 

Reference to vours of the thirteenth, pleas« 
ulvised that imvestigation hows that 

dress has been washed when it should 
been cleaned, and this firm can ac 

no responsibility for the colors having 
Reg to remain, 


Ver tru 


You think that’s an exaggeration. 
Half the business correspondence ot 
America is just as heavy-handed, just 
as curt. The chances are that Neiman 
Marcus would hear no more trom 
Mrs. Jones about that dress. The 
chances are also that that dress re 


yresented Mrs. Jones’ last purchase at 
| I 
Neiman-Marcus 


Now suppose you wrote her like 
this 


Dear Mrs. Jones 


Thanks very much 
ermng the trouble 
unk tatteta dress 
how 
Nothing 1 


that 


ment 

Now Mr Jone 
wut to the National Institute 
am Dyer iborat t t 
The; tel 


1 a Ss ne Dut that ww 


vent wrong 


exposed to 
which I 

is that the 
being dr 
sending the re u wit! the 


that 1 liscuss the natter witt 


suggestiot ai 
whatever cleaner or launderer 
ut la M J 


maderstand wh imder 


th 


we would not be able to make 
ment on this dress. But please 
wrong wit! in 
ut Nemman-Marcus 
wt, We 
know ‘ ne 
not completel satished ver dealing 
with thi tore Only through finding t 
what w wrong un we chanee th 


ike it right 


ngs t 


his is a longer letter than the first 
one. It is much less curt. It gives the 
impression that the store is genuinely 
sorry that the purchase was not a 
great success, and wishes it could do 
something to help. In the future, says 
this letter, the store will knock itself 
out to make Mrs. Jones happy because 


she has once been unhappy. 


But, it still says no. One of the 
greatest tricks in letter writing or in 
any kind of dealing with people, is 
to say no in such a nice way that 
the person youve said it to goes 
iway happy. Now while we are still 
on adjustment letters—when you can 
write to say, yes, that is the easiest 
selling opportunity that I know of 
The other day, a woman wrote in 
to say that a coat had faded badly 
on its first cleaning. And she sent 
the coat, suggesting that it had been 


adly dyed. 

She was flat right! It had been 
badly dyed, and the fabric wasn't so 
hot, either. This is the letter one of 


our executives wrote her 


Dear Mrs. Smith 
Thanks very much for writing us about 
sur rat ur c t Dack ¢ 48 
Everything yu aid about the dve and 
ibsolutely true. We had it 
port was that the dyeing 
on a fabric not suitable 


this treatment. Of course 
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to make out a full credit on this 


PRERRCRMEEEEME YOUR GOOD FORTUNE... 


May | say, too, Mrs. Smith, how much A 
we appreciate uur Dringing this to our 7 
i 


attention. Even the most expenenced mer 
chandise men will, ¢ na whi make 
1 mistake or overlook some flaw that should 
have been spotted. The tact that you brought 
yur attention will make us redoubDic 
ce that this does not happen 
next tme yuu come into the 
nope we shall be able two prove 
this sort of thing 1s the exces 
r than the rule at Neiman- Marcu 

Most sincerely yours, 
This struck me as a very good let 
ter. The store was wrong and this 
fact was cheertully, not grudgingly, 


admitted in paragraph one. Full credit 


was made, not because the store felt INCREASED READERSHIP 
it had no legal recourse, but as the THROUGH 


natural process in a place which takes 


pride in its merchandise and stands PERFECT OFFSET RESULTS 


behind it. Since I happen to know 
the lady who received ths letter, | 


can rel you the ‘ollow up on this Wi REMINGTON RAND PLASTIPLATES 


story. Two days after she got it, she as 
came back into the store and pur : 


chased a coat to replace the one she'd 
’ . . ° 
returned. At the same time, she pur Here’s a prediction you can bank on... Remington 


chased two dresses, a hat, a pair ot Rand Direct Image and Photographic Plastiplates 
gloves, and a pair of shoes. She was will give you direct mail pieces with brilliance and 
happy, the store was happy, in fact, life . . . sales messages that just “beg” to be read ... 
ee om ee, and all at important savings to you! 
had a bill for one coat coming at him, Plastiplates no-grain plastic surface makes them 
and now must prepare for the bill the nearest thing to stone lithography for direct mail 
for most of a wardrolx use. On each one of your printed pieces, Plastiplates 
In such ways does Neiman-Marcus assure faithful reproduction of every detail, captur- 
try to retain in letters the personal ing the whole of a line image . . . all the dots in a 
relationship with its oie qos which halftone. 
a Se Se ere. Ae 0 Se Se Your printer, too, will appreciate Plastiplates, be- 
as personal as possible and friendly. cause they are so simple to process, self-cleaning and 
It tries to keep the letter readers, in easily filed for excellent re-runs! 


stead of the letter writer, in mind. It 


perhaps, the lady’s husband who once 


it tries to make its letters informal, 


tries to be briet, but where it must 

be curt to be brief. it is not briet. Make the PLASTIPLATE : 

Over the signature ot myself or any Folders describing 
= 4 Press Test ...Today! PLASTIPLATES 


ot its other employees, it tries to 
‘ and PLASTIPHOTER 


. hun sor oO pl ce ° ’ . . 
seem a warm, human t of place To convince yourself of Plastiplates’ superiority, ... yours for 


friendly, inviting and willing to do a 


] 


pate : ge ee make a FREE TRIAL. We will furnish you or your the asking. 
yres aeal oO please t aoesn al 


ways succeed. But at least its purpose printer with 3 FREE PLASTIPLATES so you can 
is beyond reproach compare results. Write, or use the coupon. 


AN OLD RECORD. Some trade 
magazines are attempting to capitalize 
on the increased 3rd class postal rates 
by trying to prove it is cheaper than 
direct mail to advertise in their pub- Remington Rand, Room 2147, 315 Fourth Avenue, New York 10, New York 
lications. One such advertiser concludes Please send me 3 free Plastiplates [) Direct Image [] Photographic 


his argument: “Choosing this method in C Plastiplate folder (DS 62) [) Plastiphoter folder (DS 72) 
lieu of direct mail, maybe advertisers By duplicater is 0. ae Model No.__ 
will be calling direct mail’s increased I = g 

cost a blessing in disguise.” The whole use a_i... typewriter with a [) Fabric [) Carbon Paper Ribbon 


idea is silly. Direct mail cannot be com- 
pared with any other form of adver- 








c 
tising. P 
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my 28 tah LET'S QUIT 
WRITING LETTERS 


€ were Vi erent 
frequent, constant, tlow to 
business and personal corr 
The mective ot early let 
stvle setters—was to make 
etter sound handsome t 
to whon they 
were written , in r to main 
their jol t arly scholars 
ic . | \ v al é t lx 
nt i that pur 
phrases tar trom 
conversation 
“ we 


Wonder how 


gy number of per 
their ow etters, 
recoup thei 
income by writ 
letters Squir s 
out their own 
woks helptul 
thereby, the 
ed scholars ‘h n ) rt ¢ . both business 
fact that the | vd rsor the pattern 
Europe were operat r. nM nter but wording 
" Man 


v of the 1 tor Thus was preserved the 


| j 


u teudal lords rinal tlowery language, th ter 
They maintained d ent, and the 
ind owne}l 


vecame a portion of 
h in High Schools 


what better text 


J. S. Roberts. 


Reporter's Note: J. S. (Jess) Roberts is adver 
tising manager of The Retail! Credit Company 
of Atlanta, Georgia. Many remember him as 
the President of the DMAA in 1936-1937. On a 
recent visit in Atlanta, Jess and this reporter 
had a grand reunion but managed to 
spend some time discussing his ideas of what's 
wrong with most letters. The ideas themselves 
are not entirely new but here's a differ 
ent slant on terminology. The members of the 
ABWA are certainly trying to do as Jess sug 
gests (see page 13). But maybe we should all 
embark on a crusade to disassociate letters with 
literature or to change letters to 
messages if any of you have any ideas on 
the subject write to Jess (Box 1723, At 
lanta, 1, Ga.) He has promised to write a sequel 


if there is enough interest 
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A TYPICAL BUSINESS Correspondence 
em ., costs — a Costs 40 Y, 


Stenographer 
Overhead — a 
Mailing ose 4 EVER FIGURE OUT what a business letter 
Filing - 2 2 costs? Well, take a look at that chart. At the top 
Stationery i wee 

ess st kl ow of the column is the high cost of dictation — 40c, 
Ribbon 
Carbon Poper 
TOTAL COST OF LETTER $1.00 and these two items alone represent about 78°% 


or 40° ~— your cost. Add your stenographer'’s time, 








of your correspondence expense. 





Nothing can be done about that, you say? Oh, 

yes you can...with Auto-typist! Your routine cor- 

old respondence ~— sales, service, collections, and the 

ishioned tter-writing, hat you like—can be processed with this modern business 

iN pass out to oO phrases machine that automatically turns out individu- 

Second, be n rau uu can talk ally typed letters personal as your signature! 
Probably, you juite personable in 
would 
1] eee ei ° 
1 ts = 
id 3 


T ZIP vem =. 


ee 


MODEL 5060 


Models To Meet Auto-Typist Dual Selector contains two large record 
Every Requirement rolls carrying 100 or more prepared paragraphs. By 
merely pushing buttons, operator selects the para- 
graphs to be typed, choosing them in any sequence. 
Auto-typist runs them off just like a player piano... 
stopping automatically, anywhere in the body of the 


letter, so that names, amounts and dates can be in- 
Model 5030 
Selector 
Operates any type 
writer. Permits ual or electric. Send coupon for your free literature. 
pushbutton choice 
of 5-20 different 


letters 


serted manually to keep the letter completely per- 


sonal. Auto-typist 5060 operates any typewriter, man- 


AMERICAN AUTOMATIC TYPEWRITER COMPANY 
pf 614 North Carpenter Street, Dept 26, Chicago 22, Illinois 
Please send me full information on the Auto-typist and your free ‘How 
to Use’* Booklet 


Nome 
Model 5100 
Space Saver 

For smaller office 

Automatic opera 

tion of any electric Zone Stote 





CCTs 
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HOW TO LAUNCH A 
DIRECT MAIL CAMPAIGN 


By “Pete” Hoke 


he drug stores of this country are 
nm trouble Their drug sales have 
$48,000,000 in the last 3 
years. Non-prescription sales are down 
$151,000,000 in 3. years 


ing ground to super markets, whose 


dropped 
They're los 


non-tood lines have grown to about 
10°, of total sales. Super Market Mer 
chandising’s latest survey claims that 
this 10°) may climb to 20° in the 
near tuture 

So, for the local druggist, its seri 
ous. His wholesaler is worried too. 

Early this year, a New England 
wholesaler, Gilman Brothers, Inc., 100 
Boston 4, Massa 
chusetts decided to declare war. Treas 
urer Charles A 
William Walkley of the 
Agency, Boston, and said, 


Shawmut Avenue, 
Loring, Jr. called in 
Walkley 
Bill, you’ 
ve got to find something that wil 
help the druggists here in New Eng 
land And Bill went to work 

April 26th, 
Theater, he 


On Saturday morning, 
n foston's Old Forge 
was ready to unveil the plan. This 
reporter arrived to find Gilman brass, 


their salesmen and the press milling 


j 


around a big urn in the toyer 


coffee, doughnuts and lots of talk. 
No one knew much more than what 
had appeared in a Gilman color spread 
in Th 
trade paper. The ad talked about a 


\pothecary, a New England 
brand new, low cost, effective pro 
. a Community Business 
About 10 A. M. Bill Walkley 


suggested that we take our seats. For 


yram 


Builder 


the next hour and a halt, we watched 
play, “Doc's Nightmare,’ 
a production that might easily have 


a tull-blown 
been playing Broadway protes 
sional to the n'th degree. 

The Setting 
Story ’ 


a drab drug store; The 
discouraged druggist, his 
problems, his poor displays, poor help, 
long hours, a trickle of customers. 


Druggist Brooks is worried and real 


izes he must do something. His friend, 
the druggist in the next town, 1S 
worried too, but is too busy to do 
much about it. 

The Gulf service station attendant 
from across the street comes in for a 


pack of Luckies Asks the 


t he's yotten the 


druggist 


first of a series of 


ADVERTISING IS A MUST 


We Have a Brand \ew Low (Cost-Effective Program Ready fer You 





This spread announced 


Banc: Commpor) Busnes 
Sets Yow Store tame 
Year Round Sates Promotes 
Features AS Departments 
Boras Automate aly 

fe Detar 

fe Fuss 

© fore 


iow Cast 


the campaign to the trade 


direct mail pieces he's just sent out. 
No, but the idea sounds interesting 
to druggist Brooks. Maybe advertising 
can help. 

In Act Il, d Gilman salesman makes 
one of his regular calls. Under his 
arm is a_porttolio loaded with 
help. It's the 
Builder. He and the druggist go 


Community Business 
through it. (Action on stage ts com 
bined with an aside slide presenta 
tion). The Business Builder turns out 
to be a syndicated direct mail cam 
paign which the druggist can buy 
at cost small cost. 


Act Ill 


hxed up. New 


shows the drug store all 
lighting, new show 
cases, self-service counters and a smile 
Business is 
fine. As the curtain comes down, he’s 
calling the Cadillac for the 
car his wife has wanted tor years. 


on druggist Brooks’ tace. 


agency 
It was wonderful. At noon, we all 
moved to the Boston Club for lunch. 
Here the salesmen were given the 
lowdown on the drugygist-campaign. 
Each was given a Community Busi 
ness Builder portfolio and a Guide 
for making the presentation to the 
druggist. There were very tew ques 
tions since the play had so thoroughly 
Presented the problem 
Detailed how to go through the 
portfolio with the druggist 
Sold the idea to Gilman sales 
men, tar better than could a 
hard-boiled pitch trom the sales 
manager. 
Charles Loring, Jr. ended the meet 


ing by 


announcing a bonus in ad 
vance of success . 1 week-end va 
cation on the company tor eac h sales 
man and his wife at a Maine lodge 

That's 


The campaign is good 


merchandising! 

Although a 
syndicated series might not be con 
sidered the best use of direct mail, 
it's an effort in the right direction 
It gets the druggist started. The chart 
shows the complete program and we 
have pictured on the cover how the 


pieces look all two colors, good 
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stock, good art and typography. The Ve p | | d Th 
pieces were designed to be aed and our rogram nc U es ese 


attention getting, but in keeping with a 
what the local housewife might expect 


the local druggist could send out 





The minimum order for each drug 
gist is set at 200 pieces a rnonth. MONTH TYPE OF FEATURING 
That is, for each druggist who signs MAILED MAILING PIECE 
up, a mailing list will be made up ot —- - ————— -—— -—————-._ | --—- —_—-—_—_—__—— 


REASONS PEOPLE SHOULD 


the neighborhood area with no tewer 
SReASSISE BUY FROM YOU 


than 200 names. He can have more, 


but the aim of the program 1s to sell 
And MERCHANDISE | SUMMER VACATION 
FLYER 


the druggist on getting started. evecenas 
for two hundred names, the total cost 
ee eS 
: , => . FOUNTAIN SPECIALS 
one a month—is only 72¢ a day or AUGUST TAKE HOME ICE CREAM 


$262.80 for the package. The druggist 


including postage for 12 pieces 


Soc“ —_———_——- - ~ — ——————— 


has nothing to do but sign the order 
. ‘ 5 1 BACK TO SCHOOL 
all mailings being handled cen SEPTEMBER POST CARD SUPPLIES 
traily in Boston. De ——— 
One big question did come up, GREETING CARD | SICK ROOM SUPPLIES 


OCTOBER 
and that concerned a situation where Style in Envelope SALES — RENTALS 





omennen a $+} 


two aggressive druggists in the same 
town wanted blanket coverage of the NOVEMBER MERCHANDISE CHRISTMAS GIFT 


town. The Walkley Agency would de ( Ge amy es eras 








sign another campaign using letters 
nd/or post rds : ; DECEMEER GREETING CARD SEASON'S GREETINGS 
and/ or )x« cards. , ; (Malls the 10th) Style in Envelope and LAST MINUTE GIFT REMINDER 
Gilman Brothers, Bill Walkley, 


(who planned the campaign, and 








—EEE — 


MERCHANDISE JUMBO SIZE 
wrote the script) and his talented JANUARY FLYER Cold Remedies — Vitamins — Winter Items 


wife Judy (who produced the play eS a 

in six short weeks) deserve a big pat GREETING CARD Your 

on the back. They've developed a Style in Envelope PRESCRIPTION SERVICE 

package that could sweep the country am 
It's wonderful how a drop in sales JUMBO 


your store for 
POST CARD Candy, Film and Phete Supplies 


MERCHANDISE MOTHER'S DAY 
ce ae ; (Malls the 10th) FLYER GIFTS — CARDS 








can move sales-minded people to ex 
citing things. 














“Doc's Nightmare,” «2 production that — ——-— ————— 
might easily have been playing Broadway, MAY GREETING CARD | GiFTs 
sold the campaign to Gilman salesmen. Left Style in Envelope | Bridal Showers — Wedding — Graduation 


The Gulf attendant comes into old-fashion- 


Son Tale 6 Sie cde dae e IN 3 COLORS 
a ~— a — = druggist - PERSONALLY ADDRESSED 
rooks. (Screen, left after a lemonstration 7 WITH YOUR IMPRINT 


to customer, was used for slide film during 
campaign presentation.) 
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prinp 
New Yorker to 


he south, 


Start a 


Pulled Garden 

Ford on April 17t ble 
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torsythia in 


From Washington ke 
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i 


were 
ind dogwoods 
merish Garden Cit 
W ondertul tri 
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notes 
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Morgan to hear their 
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st buds 
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Dogwood 
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ny many 


yet cobwebs 


I recommend 


who must 
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Andy Gould 
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technique. There will be one 
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Marketplace ‘ 


outhts, industria vd 
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tan stores, et 


By Henry Hoke 
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ertisers: 
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cover 

ds satisty 
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Let's swap 
ideas 


Match your advertising 
ideas with these — 
and win a $50 Bond! 


Makes one printed piece serve 
both retailer and consumer! 


; ' 
Using a variation of the familiar hile 


Ider with pocket, we recently created a 


ed piece for listribution 


serve both retailer and consumer —by 


mail and on the sales floor. Information 
considered pertinent to all contingencies 

tolder proper. Then 
through cho f sli heets, our client 


was printed oO 


assembled ) if ling with the 
interests Of the recipient t ta dealer 
Tampa 


Spokane or a 
id folders 


In a nm | 
from his 
inquiries 


The u ot letters particular 


area, we believe, len bility to the 
testimonial content is One printe 1 
piece replaces three, ¢ 1 does the work 


more at i al \ price 


What's your paper 1Q? Can jow tell the 
lifterence between ion - coated 
enamels and tno mé the modern 


people can't 


two. Yet ma 
now gained 
A paper 


ly-Clark Hifect* costs up to 


The reason 


4 than comparabdie conversion 
coated papers. And Hifect looks, feels, per 
forms just like t tlier enamels. To 
test your own IQ, write for our free folder 
Here's a Feather for Your Cap."’ You'll 
interesting little quiz 
f t printing 
Address Room 209, Kimberly 


Neenah Wisconsin 


tun with this 
arn an amazing tact abo 
papers 
Clark Corp 


Lets studio handle type! 


I find having the art studio handle typog 
raphy more economical. Following lay 
out the studio seems to have more 


control over type and type selection 
charges 


only one galley 


which ¢ 


considerably 


s neede Type ts then py in position 

on finished art, thus eliminating holes 
and crowded headson the complete page 
After stats of illustrations are in positio 
ready for the camera, a last 

te check is made and an idea of the 


prece iS €a 
1. Gorr 
Bell & Howell Co 


Brighter, cleaner colors, | 


ture in halftones that § 

paper adds to any offset job. Ar 

with Kimberly-Clark Lithofect 

printer has a coated offset sheet 
really performs on the press. Next time 
try Lithofect. There's nothing like it—it 
you want crisp freshness and sparkling 
new sales appeal in your offset printing 
Saves money on photographic prints! 


. , 
As several of our clients discovered 


mt Itiple prints from an original phot 
graphic negative are very Expensive 

cheap 
reproduction. As a solution, our pro 
tion department printe 
photographs consisting of tine 


prints are Often not suital 


suggested | 


screen 


engravings printed on high gloss car 
stock. Engravings (1343 to 150 line screen 
| 


from good original retouchings give 


lifters little in 
an original photographic 
ts use these ifs 
they formerly 

" 


mosti lentical 

ads and display 
creen involved 
screened. This idea 


pives 

reds of dollars 
ny purchasing a 

hetographic prints 


Grubb & Petersen, 


Do you have an idea to swap? 
Tell it to Kimberly-Clark ! 


All ter S§ pecormne the 

‘ sere a | : 
property of Kimberly | et J 
( lark . , , . er 


} } 
c 


Dete 


Room 209, Kimberly 
Neenah, Wisconsin 


Kimberly-Clark Corporation 


NEENAH, WISCONSIN 


Enamels and Coated Printing Papers 








SKETCHES, DUMMIES AND DRAWINGS direct 


to your desk by mail from my studio at home. Com 
plete personal servi 


rvice at moderate cost. Write tor tree 
showing direct mail 


book le pieces | have designed. 


116 WEST CLINTON AVE. 
vrais | RAYMOND LUFKIN 


TENAFLY, NEW JERSEY 

















either visit or dont vusit cause of better roads or vice-versa made up tor that crisis. (See Jess 
() Neal, major-domo extraor Some 


ot the motels are so darn com ticle on Page 18.) 
the only direct mail service fortable and adequate it’s hard to leave 


that beautitul city Depends them: good tood 
mw long you want to Stay. W< 


unned to spend the night there and 


Can't report in detail on all the 
towns and people we visited. Jackson 
for it in the A.A.A., Duncan Hines, ville and Shutord Futch . . ted 
« Diners’ Club lists. down with overload of political direct 
th Jimmy ior an 


is where you look 


mail. Daytona Beach; Palm Beach 
th . fa< . ] , 1 1 
the breaktast stretched out Atlant Georg was another cas und an hour with Harriet Judd, who 
; 1 ' il i Vl ‘ ) « 
lunch, dinner and another break ee oP eee ane seas or many vears was secretary 
dule disrupting. Dithcult to . , ; : - 


, 
t Graphi 
' ! iway. Dave Goldwasser arrang \danti iraphic Arts Assoc 
how the new air conditioned of . 


ot the 
4 hours iter limmy had to iauvion 
, mh, DDE fl ; nditerc foca R: 
} i t June Ist; th ! uncheon at the Athletic Club stopped off at sple crous Boca | 

s he s moving into on ine st: the 


1 

) Ly! 
1 mt ar an a wter lO 
, j | where we earned ill abou ton to see Harry d Jane Pi = 
cous new home he and Eulah are 


’ | 

} i y ; ey - e 
. outhern politics and business Had a ing in the sun The took us to th 
how Ral it s yrowing 


Dull 


om meet for Geet Gane in pereen only restaurant serving nothing | 
K oO DF n pe! . 
manages to handle most ot , t S 1 ny | t 
: - Mac McCleary. the editor of hot cakes uch eati y All you can eat. 
tical ind commercial im 


f 
in relatively small quarters by , Pups who prints “such stories” Fort ~e with the best motor 
t-about-perfect homework set-up. and whose circulation has grown to —_ on the sou Then the splendor 
He could tell the folks around New vonthly — though his con os os Lom Blanca in Miami Beach. 
York wi bickerin ver the n oniy about ©°U customers. Actually got there in time tor the 
yr em ! Grizzard was there. Direct \.F.A. Convention in spite of 
f nally man i DUusINess is DOOMINY . and he’s Atlanta and other delays. 

uwway from Raleigh and —— June. All those success Elon 
And along about that t 


home 
\t t we 


Borton, President of A.F.A. 
was on hand doing his usual calm and 
competent job. But he works too hard 
Imagine, right in the middle of the 
three day convention he flew to Mil 


waukee for a speech and then back 
machine jam to Miami t 


yunding capac Mill t 
round-about itinerary The ee fillions o 
' r direct mail. Jess 

ce was supect aguper . 
yanizatvions I 


ful tel n the direct mail business 
ri“ 
pront by the maps ind in me 2 set “tis —_ bigger eat 
. ; bett yuarters. Dave Goldwasser took 
supplied ry the 1. A.A I : 
” ind new (soon 
t . d lants ot | F 1 

“ inted to test out A.A.A \ anaes \danta , 

1 ' vel very 
members W rote f 1\ 


r I ’ t ] old 
mw southern routes uriy well 


he same day. Larry Chait 
ot Time was a tellow speaker and ex 


cept for our appearance on the pro 
raN t time to show 
wont men : 


growing At 
aeiaalies tit nd visit to Emory 


gram we did most of our heavy 
, ; ’ l ] | 

ti is vo and « tabbing p 
rove their positions work and contabbing out on the patio 


iround the pool. These 


southern dis 
ck Joel, who trict 


meetings are always interesting 
1) P| 

trom all diflerent media and 

| 


trom all the Ad 
wora ling 


nnua \dvertis ng Institute, Folks 
brought the trip to an in Clubs, with a sprink 
of direct mail tolks like Ruth 
root coming Gardener 


and s end. The chemistry 

more. Didn't exploded and the trom Orlando. Don Lynsky 

The roads ywwn missed our Ford by only ¢ ot Memphis gets top prize for 
wetter The ! But the hours o 


Maybe x 


best 
| story teller. Hartwell Jones of Tampa 
Roberts, Dave and should bring his 


yellow dog” init 


PONEER TNO' 


PHOTOENGRAVEAS BENCE 1872 


460 W. 34th ST., N. Y. C. LOngacre 4-2640 
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ation to the DMAA convention. Direct League. The same subject. Always an reach the big city. Trafhe crosstown 
mail is very much one-of-the-clan these interest in better letters. Have found on 42nd Street . a tar cry trom 
days. No need for any apologies. out that it’s relatively easy to build a the calm and quiet of Clearwater 

all special talk for any group or to fit But the dogwoods and flowers were 
any specified lengh of time by using in full glory on Garden City’s Stewart 
the outline in “How To Think About Avenue. Reminding us of Virginia, 


Direct Mail.” Pick sections most suit the Carolinas. Georgia, Florida and 


The convention finally ended as 
conventions do. Before we headed over 
the Tamiami Trail toward the west 


coast, we had four grand reunion 
hours with Jack Carr 
and looking pretty good, in spite of 
his ailments. Still grinding out his The new smooth New Jersey turn people to meet once more at other 


He’s feeling able. it works. Another convention all the people and ideas we met along 


over. Head back home a long road. Ideas to be put to werk 


cordial contacts for just about as many pike has cut hours off the time be conventions. 

customers. March was the biggest tween Washington and New York. It’s And there will be another spring 
month he has ever had. A busted leg difficult to cut down speed when you H.H. 
and broken back have not dimmed 

the sense of humor which flows from 





his typewriter keys. Good to see him. 
Worth the cost of the trip to get 
renewed inspiration. 

Then the west coast of Florida 


Still the most beautiful (1 think). SELF-SEAL 


Fort Meyer, Sarasota, St. Petersburg 
by easy stages. A few uproarious days OPEN-SIDE 
with the Milt Coopers. A visit with 

Tom and Snug Dreier. Never a dull MAILER 
moment with Tom, who gets materia! 
for his numerous house organs mostly 
by talking with people and more peo 
ple. Enjoved short visits with Pat 
Flanigan ot Florida Power; Roger Press to Seal 
Sherman and Vera Shaub of “Florida 
Speaks”; and some ot the folks at 
the two most progressive newspapers 
in the country . .. the St. Petersburg 
Times and The Independent. Every 
body optimistic. 

\ week of just plain, ordinary, un 
adulterated loating at Clearwater 
Beach. Swimming four times a day. ny / S if S Ee | 
Writing a minimum number of let ere S a new e on ea nve ope 
ters, but making plenty of notes. 


Then Tampa. Chinning with Vir for bulky FIRST-CLASS MAIL 


ginia Carrasco of L. M. Anderson 
Dental Supply Co., Tampa 1, Florida 
the only living person who can “Send it First-Class” is frequently a must 
duplicate Jack Carr's style. She work today. Bulky papers, even catalogs, that used 
ed with Jack for eight years. Hayden to travel Third- or Fourth-Class now go in 
Ricker, who dreams up clever direct style to save time. 
mail ideas (see February Reporter) This new Self-Seal open-side envelope is 
had lunch with us at the famous Co just the ticket for bulky mail. it’s husky. It’s 
umbia Spanish restaurant sturdy. It provides an expansion factor with 
its double Self-Seal strips that seal and hold 


On to Winter Haven. A night with 
with pressure alone. No moisture required. 


Ralph and Alice Thompson and their 
Canasta friends. Hard to get away It’s one of eleven specific suggesti 
from the groves, pigs, rabbits, chick for efficient mailing department operation 
ens, cows and what-not surrounding This SELF-SEAL Open-Side Mailer idea is 
Ralph’s printing and direct mail plant just one of eleven economy and efficiency 
nestled under seventy five year old suggestions to be found in a new portfolio 
grapefruit trees. called “Help for the Heart of Business” which 
U.S.E. has put in the hands of your printer or 
paper and envelope merchant for distribution. 

The new “Heart” Portfolio 


Ask him to show it to you. evn, hak: a tie a 
hundreds of new profit op- 
n the 





Dick Pope's Cypress Gardens 
always beautiful. Then step on the 
gas. No more long delays. Through 
Jacksonville, Charleston, Williams UNITED STATES ENVELOPE COMPANY 
burg . . . in time to get to the May 

S SPRINGFIELD 2, MASSACHUSETTS 


14 Divisions from Coast to Coast 


plete, authoritative. Ask 
your printer or merchant 
for your copy £9-A 


flower in Washington for another 
speech at the annual convention of 
the National Savings and Loan 
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ADVERTISING .. . THINK 
OF IT AS MACHINERY 


By John D. Yeck, 





REPORTER'S NOTE: Our cover last month 
pictured the five man team that would 
panel the Direct Mail Session at A.F.A.'s 
48th Annual Convention in New York, John 
D. Yeck, Yeck & Yeck, Dayton, Ohio, chair- 
maned the session. Reprinted here are John's 
opening remarks at the conference the 
kind of thinking about direct mail that 
makes a lot of sense. There'd be less waste- 
ful direct mail, if campaigns were ap- 
proached with these thoughts in mind 





Why dor 
then, is i good 
you know. Millions 
advertising Not 
lil adver 


mst 


discovered 


the things another frou} 
\ , 


first, when peo} 
ness wasnt 1eed 
inother 
was casy. 
difficulty 
nade could 
nsti And, of 
everybody MADI 
body HAD 


How can we 


ume time?” Man 


that question with another 
wvery. Machinery. He built 


him make more 
¢ me People 
machinery wa 

cursed it; smashed 
They didn't 

they un 

1ey know that, with 
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ins time ws more valu 


without one. He's richer 





makes 
th | 
thousand times more 


than he used to. But profit doesn’t 


i 

come from making things, alone. It 

comes trom lé ing and | 

thi 

it in business 

hook machinery 

to production. C 1 

you will, but think of it as m 
So far, | haven't mentioned 


mail . n spite of the fact 
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The problem that faces business (or 
trading) is the problem of REDUCING 


costs 
2. Machinery reduces costs 
3. Advertising is machinery 


get this conception 


li you 
your he id, you V 


your 


ind 
ertusing 
< your 


often 


rusiny 


now 


ession 


HANDLING A ROUGH 
PROBLEM BY 
DIRECT MAIL 





Reporter's Note: Best way to describe this 
case history is to reprint original letter from 
Joseph Heillig, General Manager, Direct Ad- 
vertising Company. 1462 Bishop Street, Montreal 
Que., Canada. Sorry we cannot reproduce 
the letters processed and filled in on the 
good looking Leslie letterhead and the ex- 
ceptionally well done bulletins. But the 
copy in this case is incidental. The plan is 
the important thing. 





interested, 


cesstul 
you ran 


ne, id the nse, too, 
Leslie Xx ) I ted, who 
iuiers n ferrous 
tals. They had the pr prob 
em described tl 
ustomer goodwill 
ere and prolonged st Ti 
Working closely with their 
tising manager, Mr. Les lkin . 
leveloped a direct mail program or 
News 
j 


. : 
etters, of which coy f nclosed. 


The N wsletter q S l | 5 rive 


sisting of monthly letters and 


1 
up-to-dat report m the 
| Situation 

] | | 
outlook for each of the 


I company. Wher 


handled by the 
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our letterhead IS PART OF YOUR 
INSTITUTIONAL PROGRAM 


- 
a 
¥ 

Ove cCOomPpAaNY 





IT IDENTIFIES 

AGE AND RESPONSIBILITY 
If your company is long established, 
the founding date printed on your letter 
head has important institutional value. 


IT IDENTIFIES YOUR 

PLANT OR OFFICES 
Company responsibility con often be 
expressed by printing picture of plant 
or offices on the letterhead 


iT IDENTIFIES YOUR 

EXECUTIVE PERSONNEL 
Printing the nomes and titles of execu- 
tives on your letterhead adds authority 
to correspondence 


rhe basic types of institutional letterheads 
are shown, with type and production spe- 


cifications, in the Neenah Test Kit of 24 BUSINESS 


basic letterhead treatments enclosed in the amPRESSION 
portfolio, The Psychology of Business Impres- 

n. This portfolio has been read by thou- 
sands of business and professional men 
throughout America who have registered 
their letterhead preferences in the Neenah 
Letterhead Test. You are invited to write 


for a free copy of this portfolio. Simply check 





the coupon below, sign your name, 


and attach to your letterhead. 


COURTESY COUPON 7: 
CO77a. 


of Business Im- >< Vie PAPERS 
© shi. 


ead Test Kit, and 


C] ; Keys to selection and use of Neenah Thin 


Pahers. a portfoito of samples with ideas for 


éeHective use of thin papers 


NEENAH 


THIN 
PAPERS 


SIGNATURE 


R-3 
NEENAH PAPER COMPANY, Neenah, Wisconsin 





| 
| 
l 





ANADIAN 


Rated Business Firms 


A list of carefully selected business- 
es in Canada arranged by provinces 


and divided into two financial groups. 


Group | includes those firms with 
a financial strength from $35,000 to 
over a million dollars. 


TOTAL 9600 $15 per M 


Group 2 includes those firms with 
a financial strength from $5,000 to 
to $35,000. 
TOTAL 37,000 $15 per M 


CREATIVE MAILING SERVICE, INC. 


460 NORTH MAIN STREET © FREEPORT, NEW YORK — FReeport 9-243) - 9-2432 


ADDRESSING * MAILING * STENCIL CUTTING * MAILING LISTS 


ever possible, a note is given on the 
political background or story behind 
a metal situation such as the effect of 
the Churchill-Truman agreement on 
the price of Malayan tin, or the tie-up 
between a strike in Chile and the 
availability of copper in Canada. We 
have found, incidentally, that “the 
price of steel” need by no means be 
dull story. 

The letters which accompany the 
Newsletter are personally addressed to 
each customer. They are designed to 
add a note of warmth to the mail 
ings, and they either deal with an 
aspect ol company sales policy, or 
expand one ot the items in the News 
letter. 

What has surprised and delighted 
all of us is the extraordinary response 
these mailings have produced. The 
objective of the campaign is purely 
and simply to build goodwill, and we 
did not set out to produce tangible 
results. After the first mailing how 
ever, numbers of customers telephon 
ed or wrote, asking for additional 
copies of the Newsletter, so that they 
could distribute them to their cus 
tomers and salesmen. 

The financial editors of several Ca 
nadian newspapers are on the mail 
ing list, and at least one that we know 
of regularly reprints excerpts from the 
Newsletter on his pages. Quite a few 
financial and business consultants have 
also asked to be put on the list, and 
they too reprint portions for their 
chents. 

A. C. Leslie offices across Canada 
report a keen interest in the mailings 
among their customers and we have 
been told of two or three firms who 
use our information as an aid in 
formulating their month-to-month buy 
ing policy. 

Needless to say, these concrete re 
sults are most gratifying, both to A. 
C. Leslie and to us. You and all 
the other direct mail experts who have 
been boosting the use of direct mail 
in times of short supply are certainly 
right—it works just fine. 

Sincerely, 

DIRECT ADVERTISING 
COMPANY 


(Signed) Joseph Heillig, 


MAKE ‘EM LAUGH! 


Friendly prospects buy quicker. Make 

yours laugh with the “Let's Have Better 

Mottoes monthly mailings. Unusual 

effective economica exclusive. Write 

for details on your business letterhead 

FREDERICK E. GYMER 

2125 E. 9th St Cleveland 15, Ohie 

Seeeeesceseeeseoeeeeesese 
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REACTIVATING 
CHARGE CUSTOMERS 


By Trayton H. Davis, \fi/r 


PENNIES BRING PROFITS 
Lytton » Chicavo thin tor 64 


s.000 


Our 


When the tour 
1 in QUICK Maga 


etters and telephone calls co iw trom 


ippear 


started 


retail stores and ma 
tn country 

The manager for a national chain 
on the West Coast long-distanced trom 
San Francisco. A department store in 
New Jersey wired urgently concern 
ng this program. Retail stores ot 
category wrote for details 


the results are true Every dol 


lar ot them. But more than luck went 
into the }OD of getting them. It took 
tested 


research, procedures and 


ag 
gressive managem the presi 
dent of the store 


It 


Ster 
Pe rh ips you KN 


s Presiden 
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Mr. Cole ha 

customers 

them 

is cor 
enough in i'l stores, 
Lytton’s is one of the fine 

ned stores on State Street we won 
dered why this group ot charge cus 
tomers had become inactive and what 
would bring them back to buy 

To obtain this information we con 
jucted an exhaustive preliminary anal 
ysis by personal interview, by mail 
and by conterence with store man 
agement. 

Soon answers to questionnaires 
started coming in and shortly by com 
bining all the facts we felt we had 
the answer. We knew on the evidence 
ot the inactive customers themselves 
what the weaknesses of the store were 
in the eyes of these customers. Even 
mere important, we knew what the 
strong points of the store were. We 
knew which competitors were draw 

trade away and we had the 

to the plan to stop it. 
was not difhcult tor us to then 
vend certain procedures, which 
were ettective with retail 
h now could be tailor 


nto the Lytton picture to lo the 


Built on the information that had 
been obtained in the Preliminary 
Analysis, our agency developed a 


of letters which went to some 


\ 
00 inactive charge accounts ol the 


tton store. The first of these 


imply ottered “A 
houghts” and asked people why they 


Penny tor tour 
were not buying. At once replies pour 
ed in from customers. A_ pile three 
feet high was stacked next to the 

nanagers cde sk. In hnal count, 


esponses hie OdCK 
,) 


these 14 replied tavorably 


replied without comment; Y00 


iddress changes, deaths, et 
to dis 
by 


ticisms 


tollowed through 
omplaints through his sales 
nents, seeing that every single 
complaint was handled and adjust 
ments made in any case wherever pos 
sible. In addition, the criticism of the 
nactive customer was taken up with 
the department manager involved, 
facts were ascertained and wherever 
possible an underlying condition was 
improved. 
Then the campaign proceeded on a 
monthly mailing basis for 15 months. 
During this time 12,751 of these dor 


S 


mant accounts, where no purchase 


had been made in one to five years, 
were brought back into the told. As 
soon as dormant accounts were 


brought to life by making 


chase, solicitation stopped and the pur 


a pur 


chaser was welcomed back and thank 
ed by letter. 
umount in sales at 


tributable to this direct mail campaign 


Since the total 


was $441,808 and Lytton’s does cur 
rently about eighteen million dollars, 


they give it credit tor the excellent 


sales which they enjoyed at a time 


Trayton H. Davis. 


Reporter's Note Here is another valuable 
addition to the record of case histories on win 
ning back lost customers by direct mail. No 
need for explaining the article as Tray- 
ton Davis makes his story clear, after being 
asked by The Reporter for “more details Tray 
ton is President of Trayton H. Davis and Asso- 
ciates, Inc 1039 N. Jackson St.. Milwaukee 2 
Wisconsin. Like many others in the direct mail 
counseling field, he started in the lettershop 
business then branched ovt. in 1941 
1942 he was President of the Mail Advertising 
Service Association International. His story 
should inspire others to go after the biggest 
dormant asset in any business the customer 


who has been forgotten 





when many apparel stores were run REVIVING INACTIVE ‘ oy ur part to help it 


y - v 4 rn wit 
ning behind 


" rdadhitiona savings 


For our agency the pay-off came SAVING ACCOUNTS Plan LETS _ THIS 


‘ these Zinmia Sees 
when the story was printed in the \ packet of Zinnia Seeds was at \ 


the v1 bD 
NEW YORK JOURNAL OF COM tached t 


to center ot form letter recent our account 
MERCE and QUICK under the ly mailed by Liberty Federal Savings 


heading “A Penny tor Your Thoughts and Loan Association, 202-04 North 


Worth $441,808". Broad St., Philadelphia 2, Pa., to ac- 


Since these stories appeared, a new counts nactive two years or longer. 


cycle has started. Again letters are at Here's the copy. igned) > 


> ! 
work. Our letters are going to these Na Results according to reports were 


t if le i te 
stores their letters are coming to us, . ies excelient Within a ew days, two 
ipporintments are being made, sur Pagscce $5,000 additions were made, plus sev 


veys will be undertaken and soon oe i + tid eral $2,000 and $3,000, and many in 
thousands of letters wii be going to : iy | Hope wuld gr f smaller amounts. Follow ups being 


I 
t t , le ' : 

their customers and, we hope, hun = Rg nen: Y mailed at three week intervals & 

BERTY FEDERAI 


car Although 


a 2 : rae This seems to be seed packet gadget 


LI 
dreds of thousands of dollars in retail those who do not respond. 


sales tor our chent will result. 
month. The Precision Equipment Co., 
3714 N. Milwaukee Ave., Chicago 41, 

Illinois attached a packet of torget-me 
McCALLUM not seeds to dramatize the knock 
CUSTOM CRAFT down teatures of its equipment. In 





stead of a bouquet of flowers to cus 
tomers . . . a knocked down version 
to grow in the garden. 

Alfred Lewis, manager of Hote! 
Tatt, 7th Ave. at 50th St.. New York 
SBICCA 1°, N.Y. used a packet of turnip seeds 

- to travel agents . .. with a humorous 
= as “illuminated” letter with vegetable 
SEASON SKIPPER sketches to punch the points such as 


this paragraph 


Our Stores are Filled with Famous-Name 
Clothes to Help You Look Your Best 
on Baster Sunday, March 25th! 


Yos, just as famous as the Easter Bunny himself 
are the famous-name clothes now filling our 
stores! And this is your personal invitation 
to make some of thea YOURS! 


Be have them all, the sost reputable and fashion- - 
wise brands in Awerica -- now in fullest selec- WHAT S THIS 
tion for your Easter choosing. And YOU have the 
buying convenience of your Lytton Charge Account, DEPARTMENT? 
good in all five Lytton oteres. One ot our readers rec eived a torm 
Stop in at your nearest Lytton store NOW for best letter trom the George Washingtor 
choice of the new, spring fashions. Just say, Lite Insurance ( ompany ot Charles 
“Charge it,” and they are YOURS! ton, West Virginia. He doesn't know 


Cordially yours, exactly how he got it in his mail 


but across the carrying envelope 
*3' was printed in simulated handwriting 
This envelope has bec le! vere i 

Credit & . | orn d we d to 

you by an authorized Personal Mess 

enger No address. Probably deliv 

ered by private contractor. Maybe the 

vings in postage are worthwhile, but 

we certainly object vociferously to the 
" 


: ead of the letter. It’s an old chestnut 
ytton's Lary € Lytton ¢ Company, 115 soure ware sreeer + emcase 4, aumors which we criticized at least 


ed ten years 


Groves te CHICAGO, EVANSTON OAK PARK GARY sag JOU8T ‘Chotheng for all the family go. At that time, it was being used 


| inother Insurance Company in an 








city. Read the copy 





ike Ss sens 
One of the letters in the Lytton campaign. Lithographed on Monarch size stationery. Store 
logotype and captions in green; bunny illustration in brown; copy in black; signature in blue 


THE REPORTER OF DIRECT MAIL ADVERTISING 





“Oue -“Jwo Punch 


You can “feel” the sales punch in Cupples- 
Hesse embossed envelopes. Your sense of touch 
tells you—“This envelope is different.” Your 
firm name, on an embossed envelope, earns added 
respect and prestige. Embossing—that’s the 


“one” punch. 


Color—that’s the “‘two”’ punch. It has 
been proven over and over again, that color, 
properly used, increases direct-mail returns. 

Color-Embossed envelopes give your mailing 
a “one-two punch” that is real direct-mail dyna- 
mite; a sales wallop that will turn a logical con- 


tender into a champion. 


For mailing envelopes that invite your pros- 


pects inside, for reply envelopes that bring back 


the orders, employ the knock-out combination 


of embossing and color. Write today for samples. 


Cupples-Aesse Corporation 


4174 N. KINGSHIGHWAY BLVD., SAINT LOUIS 15, MO. 


From his protected position on this Seybold Automatic 
Spacer, the operator speeds through pile after pile of clean- 
for th e man with cut paper, accurate to a fraction of an inch. He sets the stops 
once; thereafter every cut is automatically gauged, precisely 
] 7 . } trimmed... saving extra jogging and setting. That’s wha 
us ey eont te 2Qauge we mean by profit to the operator. 
ae ‘ Cutter owners and their customers also profit from Seybold 
o ++ PROFIT machines. Dependable production of accurate work at higher 
speed means satisfaction all down the line. Learn the story 
of Seybold Spacers. Write today. 


ae 
~ " rf 
0 egg PAK 


H A R R S ee S EY - '@) L ) ore), PA N Y LEVELAND 5 OHIO 7 “ge everybody d page” 








this month for imtormation about join 


sensational, new Geo Washington 


_No. 3 of a series 


And here trange tact 
m 


t ize that 


VO-LETTER nears 


¥ w n.Y. ali ) that 


» 


30 wW. 22nd St 


As we said ten years ago . . . how 
in heck does any statistician know 
that 70‘¢ of the people receiving any 
specie letter all not read it; or that 

2‘« will read only part. The figures 
not true. They shouldn't be used 
as a direct mail gimmick. This 


THE . EPLY-y Ay s — > “stunt” should be buried forever 


REPLY 
CARD 


(or envelope) | y rocengutside rizures far ence” SPOT TARGET 
) DIRECT MAIL 





jer, O* * er —_— Reporter's Note: Here is the first “come-back” 

THE LETTER Z = t net TER- 2S, te our May article deploring the sameness and 

: hn duliness of most current promotional mailings 

larry Brettmer swears te high heaven that his 

44.1°. return is treve. At any rate, we think 

ae »rtiset - . ‘ selective selling is worth trying. Larry, in case 

nearest sales T — LF for rer" you don’t know, deserted New York last year 

amm au . rpe* v9 LE} _ to become Circulat Pp Manag of 

office—or write juct » to BR ’ , a COP? American Aviation Publications, 1025 Vermont 

REPLY-O-LETTER oat snp le a Ave., N.W., Washington 5, D.C. Deo any others 
150 W. 22nd St. yo* - have similar case histories to report? 


N.Y. 11, WY. 








Cheer up Henry Hoke, and all the 
other mailers (mass and otherwise) 
who agree with Henry's glum-but 
true blast “What's Eating You” edi 
torial which appeared in the May 
REPORTER. 

Here is a brief report of one mail 
ing that was planned and mailed some 
months ago. It confirms the fact that 
we should “clean up the current crop 
otf high pressure promotional direct 
mail which has sure gone to seed” 

Pretty clever lad, : : in order to boost returns. 
that Jurgenson. (That's The mailing consisted of an auto 
him on the southeast end a matically typed letter (carbon copy 
of the see-saw). Leave it to made at same time for follow-up later 
him to come up with the exactly right on), multilithed 84x 11” enclosure 
idea that can make a tough problem iy and an airmail reply envelope. The 
easy os fallin’ off o log... or balancing mailing was sent airmail. A total of 
an elephant, as the case may be. - 154 pieces were sent out. 
Even at that, ‘Jurg” is no different 
than the rest of the gang at Garden 
City. They're all envelope experts! 
Got a tough problem? Need a new, different, 
off-the-beaten-path idea? Need terrific service, in a 
terrific hurry? Just call G. C. It's as easy as that! 


The pitch was simple, sincere and 
friendly. The specialized approach can 
be adapted to mass mailings as well. 
The letter tied in with the visit of a 
representative to two of our prospects 
with branch offices all over the coun 

“a try. It began: “Did you hear what 
speciatists in ENVELOPES ano ourstamoine service © Pppencd when American Aviation’s 
visited your main office in—? While 
CORRESPONDENCE & SOCIAL REMITTANCE he was there, a large number of your 
POSTAGE SAVER & WINDOW OPEN SIDE BOOKLET ersonnel wanted to he bout Ame 
AIR MAIL & BUSINESS REPLY OPEN END CATALOG | agphenge-asge eh 
SPECIAL RETURNS OFFICE USES & MAILING , 
meinalaegihwatiié cue ines wbaiil ; lalle fo yon, your headquarters to go ahead 
The letter then pointed out that it 


3001 W. ROCKWELL ST. + CHICAGO 18, ILLINOIS - PHONE COnneLa 7-3600 


ican Aviation. We got an okay from 
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wWiathon busin 


; > < UP TO 50,000 IMPRESSIONS DAILY 
ntioned, brictiy, ‘ ‘ A Combination 3 in One 


vo | ENVELOPE, SMALL JOB Qs 
ad | and IMPRINTING PRESS 


iresses, t your 1 \ want 6500 per hour with quality and register 


to get in under t " » to th lust. Flat bed and cylinder struction. ( 


AS Se 


Let's \ the ur 
sour stell os comin con Avie ENVELOPE PRINTING 
j yin, pay, drug 
aders 
: IMPRINTING 
circular contained reproductions Advertising literature, labels 
artons, e 


ridding tinuous teed and extension delivery 


rinal ind . lual Siynatures and 


uddresses of buyers, a repeat of rates | | from no. 2 burnaareed 0 B. VERNER & CO., INC. 


oe oe eo oS a 4 52 DUANE STREET ~ NEW YORK 7, N.Y 


nailed 68 
orders were d “.. Nat 


Particulars sent on request 











vers 

“imilar spot targeted ngs have 
iso | aid their \ } ul tume taken 
to “special; m worthwhile. Re 
turns averaying ri or better § are 
not uncommon and this is rather un 
usual tor a | ness lication using 

lirect mail 

Other mailers could take the hint Yes, it’s smart business to know where to get the best value for every 
penny spent. That's why so many smart businessmen purchase rebuilt 
i direct mail equipment from Addressing Machine & Equipment Co. They 
} oh ‘ , 
approaches that will c iway trom know they will get a machine that is guarantecd to be the equal of new in 
the high pressure tactic ind stereo appearance and performance . . . and save hundreds of dollars too! 


ind not only change tormat but study 


types" now bein dumped into the 


mails in promiscuous batches. Mr. and ADDRESSOGRAPH 
Model 2200 $275 


Mrs. Buyer are tar trom dumb. They'll 

Electrically operated. Ten times faster than fast 
typist. Addresses envelopes, cards, circulars at 
speeds up to 1500 impressions per hour. Takes 
full tray of plates at a time. 


PUFF, PUFF, PUFF ALSO Savings on all models of Addresso- 

graph machines, Graphotype and Speedaumat 

Press releases ar direct mail. equipment, Addressograph Frames and Cabi- 
We've mentioned the subject many nets, Postage Meters and Sealing Machines. 


continue to give more and more di 
rect mail that deadly drop into the 


basket .. . until something zs done. 


times and will continue to do so as 


ong as press releases ren dull and 


boring. Most are just that Most seem 


to be copied from the same antiquated 


textbooks. Here's or tt 1 the cur MIMEOGRAPH 


rent crop which dutitul tollows the 


formula Model 92 $425 


Fully automatic machine that’s easy-to-oper- 
ate. Takes postcards to 8'."x14”" sheets. 
Accurate registration. Automatic inking. 
Finished in “Hammertone” Grey. 


Also Available at Low Prices 


All model Mimeographs, Elliott Addressers, 
and new and used Ditto Duplicators. 


MODEL 1250 MULTILITH 


10x14, streamlined model, complete with “ex- 
tras.” Speeds up to 6000 sheets per hour. 
Completely rebuilt fully guaranteed. 


+169 


Model 2066 Multilith w Streamlined Feed $2450 

Now you can make monthly Model 1327 Multilith with Streamlined Feed $1550 
aS —- 

nats] card sine ADAGE NOTE: We pay top cash prices for all 

MAILERS ont snd unde igs types of office machines and direct mail 


New! Effective! pray snd commer or: equipment. 


Low Cost! ory’ day of the year. 


om, ae ees Addressing Machine & Equipment Co. 
326 Broadway, New York 7, N. Y. bd HA 2-6700 
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Rates: $1.00 per line—minimum space 3 lines. Help and Situation Wanted Ads—S0c per 


line—minimum space 4 lines. Write The Reporter, 53% Hilton Ave., 


Garden City, N.Y. 





ADDRESSING 
LISTS ARE 


wholesalers 


FREE 


manufacturers 


OUR 
Retailers 
Banks churches 
We charge only for addressing 
SPEED - ADDRESS KRAUS CO 
48-01 42nd Street 
Long Island City 4, N. Y 


institutions 


addressed, 
writing, stuffed, 
stamped and mailed, reasonable rates 
1824 
Wis 


Envelopes, postals, type 


advertising sealed, 
Advertising Service, 
Ave Sheboygan 3}, 


Central 
ambridge 


ADDRESSING — TRADE 


M. Victor—Addressing for the Trade 
Rapid Unlimited Quantity 
Large Staff of Expert Typists 
130 Flatbush Ave Brooklyn 17, N.Y 
STerling 9-8003 





Service 





ADDRESSOGRAPH PLATES 


Speedaumat plates embossed, three 
line, on genuine Addressograph Alloy 
$30 per thousand complete W rite tor 
quantity discount 

Advertisers Addressing System 
Chestnut St St. Louis 1, Mo 


706 





ADVERTISING AGENCIES 
YOUR PRODUCT WITH pulling 


agent ads 

you how 

Agency 

16, N.Y 


SELI 
mail order, 

We show 
Martin Advertising 


15P E. 40th Street, New York 





FOR SALE 


Model 479 Multigraph double width 
printing ink attachment, suc 
feed Rough complete Bargain 
$550.00. Mailers, 40 West 15th 


New York I1, New York 


drum, 
tion 
pri e 


Street 





DO YOU MAIL TO SHORT LISTS? 


attord better styling, better 


small-scale direct 


You can 
copy even on 
ettorts 


mail 
big-league 

North Canton, 
Folio 


when you get 
help from Ad Scribe, 
Ohio. Write for 
No. 76 


work-by-mail 





MAILING MACHINES 


Hand and Electric Addressographs 
Graphotype Models 6340 and 6280 
BARGAINS ON ADDRESSOGRAPH 
TRAYS Elliott addressings machines, 
Models 800-1500 & 3000 27-53 
drawer cabinets SAVER & WALL 
INGFORD, 147 West Broadway, New 
York 13, New York, WOrth 4-0520 


OFFSET CUTOUTS 


Promotional headings, illustrations, 


cartoons, symbols, borders, panels, 
holiday fonts, decoration, 
for offset reproduction. Most complete 
ree desc riptive book 
Publisher, 


Angeles 6, 


art, type 


service in | » 
let. A. A ARCHBOLD, 
1209-K S. Lake St., 
Calif 


Los 











SALES HELP WANTED — MALE 


familiar with automat 


field 


applications. An 


I horoughly 


typewriter Experience in copy 


analysis and oppor 


branch office selling and 
N.iddle Atlantic 
salary percentage 
$400 
Box 2! 
New York 


tunity for 
management area 
$300 monthly 


profit 


plus 
monthly draw 
The Reporter 


I lan or 
billin ~ 
City 


vs 20 


Garden 





WANTED 


We 
models 
DRESSOGRAPH, 
SPEEDAUMAT, 

DAVIDSON 
direct 
make, 


will pay top cash prices for all 
of MAILOMETERS, AD 
GRAPHOTYPE, 
MULTILITH 
and other 
Write listing 
number or 


and 
mac hines 


mail equipment 


model and serial 


call today! 
Addressing Machine & Equipment Co 
326 Broadway New York 7 


HA 2-6700 





HELP WANTED 


CREATIVE 
MAN 
Mail organi 


capable 


FOR 
MAIL 


Direct 


OPPORTUNITY 
DIRECT 


Well established 


zaton se experienced, 
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co ' ov wont to avoid costly delays in 
de or of printed bulletins, announce 
ments, price lists, advertising literature 
office forms, letterheads, envelopes, and 
other printed matter 
if fast, efficient production of form 
letters, reports, sales bulletins, and other 


office duplicating is important 


YOU via) if high quality and worthwhile savings 


are of interest to you 


PRINTING you should get the facts about the 


Davidson Dual. Analysis of your printing 


WITHOUT purchases will quickly show whether you 


need this equipment. Want more details? 


WAITING Write today no obligation. 


Hundreds of printers who opefote 
Davidson Dvals can give you this 
fast, low cost service, too 


Davidson 
Dest 


DAVIDSON CORPORATION 


A Subsidiory of Mergenthaler Linotype Compony 
1048-60 West Adams St. Chicago 7, Illinois 
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Price onty $2.00 postpaid 


GET THE FACTS 
ABOUT PHOTO-ENGRAVING! 


NCT n f photo-engraving questions 
available to y now, in 108 pages—lavishly 
n black and white, and color. Just drop 


) ck ney order in the next mail 
HORAN ENGRAVING COMPANY, INC. 
44 WEST 28th STREET, NEW YORK 1, N. Y. 
Telephone MU 9-8585 Branch Office: MArket 2-4171 
24 MOUR SERVICE” 


Black & White, Benday & Color Process 











(Continued from page 11) 
illustrated here while idly glancing 
through a copy of trade magazine, Feed- 
stuffs. Gave him an idea. Designed a 
clever 4 page folder describing how 


” he 
DID you 


PROTOSAKS door guards will protect 
against your “Sneedicy.” Back page 
showed Protosaks in actual use im a car 


unloading scene. 


eae 

A NEW CREDIT PLAN has been 
inaugurated by the Franklin National 
Bank, Franklin Square, L. I.. New York 
(with branches in Rockville Centre, El- 
mont, Farmingdale, Levittown). It may 
revolutionize banking and credit shop- 
ping. Banks all over the country are 
watching the Franklin experiment. Brief- 
ly: the bank supplies to each credit- 
worthy resident an _ identification card. 
The card holder can then buy on credit 
from any Long Island merchant who 
joins in the cooperative plan. The 
charged accounts are deposited in the 
bank... which then consolidates them 
into one monthly statement. The cus- 
tomer makes out one check to the bank 
to pay for all previous months pur- 
chases. Will relieve the stores of much 
bookkeeping and follow-up work. Will 
give the customers all the advantages 
of big store charge accounts without the 
fuss and bother of handling numerous 
statements. Should prove a bonanza for 
small merchants. After plan has been in 
operation for some time, Reporter hopes 
to give you a complete story on how 
direct mail is being tied-in. Possibilities 
are tremendous. Man to contact at 
Franklin for further information . .. Wil- 
liam Green, in charge of Public Rela- 


trons. 


eee 

THE DINERS’ CLUB, 358 Fifth 
Avenue, New York 1, N. Y., is expand- 
ing its scope. About 100,000 executives 
now carry Diners’ Club Credit Cards 
which allow charge purchasing of meals 
in most of large centers of the country. 
Now they have added an Executive Gift 
Service to make purchasing of food and 
other mail order gift items easy. Just 
charge to Diners’ Club credit number. 
A mail order development worth watch- 
ing. 


3% THE REPORTER 











CYCLE BILLING of charge account 
customers is becoming standard practice 
in most large department stores. For a 
good booklet on systematizing the pro- 
cess... ask Remington-Rand, Inc., 315 
Fourth Avenue, New York 10, N.Y. 
to send you latest 16 page, 8'” x 11” 


“Visible Cycle Billing.” 





[] GLAMOROUS BOOKLETS are 
very much in evidence in spite of the 
flood of mediocrity described in May 
Reporter (page 16). Those we liked es- 
pecially this month were: (1) Growing 
With Our Customers. 1042” x 14”, 28 
pages. Super Service Motor Freight Co., 
Inc., Nashville, Tenn. (2) Inside Carrier 
—Golden Anniversary Issue. 5” x 1342”, 











32 pages. Carrier Corp., Syracuse, N. Y. 
(3) Pioneer Point Farm on the Eastern 


Shore of Maryland. 8'2"x 11", 12 . / YOUR MAILING 


pages. Monumental Realty Co., Balti- 


more, Md. (4) The ABC of Surface < . f ' P , AND CUPPLES 


Grinding. 5” x7", 96 pages. Norton 


Co., Worcester 6, Mass. All superlative. ( f DED< ONALIZED” ENVELOPES 


] IN APRIL REPORTER we asked if 
there were other house magazines de- 
voted exclusively and sent to stockhold- 
ers. Ex-DMAA President, Duke Alex- 
ander, sends us specimens of the “Du 
Pont Stockholder” published four times 
a year by E. I. du Pont de Nemours 
& Co., Inc., Wilmington, Delaware. Ex- 
cellent. 


eee 


}] DIRECT MAIL WON'T WORK if 
you manhandle the follow-up. Myron 
Halpern of Montgomery & Co., Inc., 
53 Park Place, New York 7, N.Y. 
sent us a well written letter he received 
from an artist offering a needed service. 
He returned the “see me” card. The 
artist showed up about two months later, 
at a time when Myron had stepped out Cuppies “Personalized” envelope designed especially for it and you 
for a moment. When Myron returned ‘ , 
from the men’s room... the artist had have a natural. Your envelope is the first thing your addressee sees. 


departed. Couldn’t wait. No sale. If he throws it away, unopened, your mailing is worthless. 


You can overcome this problem by letting Cupples design your 
envelope. An arresting color scheme, an eye-catching design, hond- 


eee 


] HOW TO PREPARE CHRISTMAS 

catalogs is the subject of an interesting 
32 page, 6 x 9” booklet issued by Con- what is more important increase your returns. 
tempo Agency, Inc., 5 Columbus Circle, 
New York 19, N.Y. You can get a You can't afford to waste money on your mailings. Cost saving ideas 
copy by asking Solomon Balsam for 
“The Key.” Particularly interesting . . . 
an eight page section containing sug- Cupples show you how to get the most out of your advertising dollar. 
gestions for preparation and production. 


some embossing can take your envelope out of the ordinary and 


and methods that will increase your returns are available to you. Let 


eee 
] SOMEBODY is again inducing poor 


deluded people to go into the business P ran 
of sending newspaper clippings to trade Washington u )] ) ( ee | 
magazine and house magazine editors, 


with a demand for a $5.00 payment Boston 


Philadelphia 


envelope co., me. 


360 Furman Street + Brooklyn 2, New York 
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per clipping. The stunt is evidently being 
sold as a “make money easily at home” 
project. It's a racket . and should 


he stopped 


eee 


calendars to 


MERCHANDISING 
dealers is a fairly standard procedure. 
This year, Bob Dolman of Cutter La- 
boratories, 4th and Parker, Berkeley 10, 
Calif. .tried a new twist. Made the an- 
nouncement with a simulated “newspaper 
clipping” attached to order card. Work 


ed very well 


QUICK and The New York Times 
made much ado about Cosmetics and 
Toiletries (a Haire Publishing trade 
paper) being first magazine to be pub- 
lished with perfumed ink. Where's your 
research departments? The Reporter of 
Direct Mail Advertising published _ its 
February 1948 issue with perfumed ink 
supplied by Dow Chemical Company. 
Employees of our printer had to be 
supplied with personal notes from man- 
agement to take home to their wives... 
explaining why the odor was so un- 
removable, but positively secured in line 
of duty. 
—_— 


eee 


SEND A 3¢ STAMP to Lewis Kleid 
ot Mailings, Inc. 25 West 45th St.. New 
York 19, N.Y. and ask him to send 
you copy of a letter written to him by 
John Lord of the Wall Steet Journal... 
commenting on a “mistake” Lew made 
in one of his bulletins describing his 
constant search for virgin names. Sev- 
eral of our friends wanted us to repro- 
duce the clever letter but it was just 
1 littl bit too spicy for the aplomb 
or something of the average Reporter 


reader. It's a collector's piece. 


THE NEW YORK LABOR DE 
PARTMENT is trying to get employers 
of homeworking typists to provide un- 
employment insurance. Based on Corsi’s 
order that home typing is industrial 
work. But that just confuses the  issuc 
all the more. Board of Standards and 
Appeals has not ruled on the petitions 
gainst the order. And how can you 
insure a temporary home typist against 
unemployment when the typist may only 
want to work during irregular periods? 
There seems to be no limit to bureau- 
cratic bungling. If you want to see how 
silly this whole home typing contro- 
Schultz of 
Typewriter Com- 


versy is.. write to Bill 
American Automatic 
pany, 120 Greenwich St.. New York 
und ask him to send you a reprint 
from March 1952 issue of Management 
Methods. A survey showing how diffi- 
cult it is to get office typists (in some 
cities, practically impossible). 


EYE CATCHING IDEA was de- 
veloped by The Amsterdam Co., Am- 
sterdam, New York to tie in with sales 
slant that you can search whole world 
for a better idea than offered in letter. 
A personalized envelope (as illustrated 
here) was enclosed in a carrying en- 
velope which carried three different tip- 
ped on simulated foreign stamps .. . 
with forwarding corrections from “around 
the world.” Well done. 


eee 


THE MECHANICAL AGE is reach- 
ing into all advertising. Merchants and 
mail order shippers can now obtain a 
“Pul-Ad.” 


When you pull from dispenser a piece 


of gummed tape for sealing, a device 
with rubber plate imprints vour adver- 
tising message or slogan with immediate 
drying ink. Manufactured by J. J. Con- 
nolly, Inc., 457 West 40th Street, New 
York 18, N. Y. 


LUCKY YOU is the title of the 1952 
edition of the street and highway acci- 
dent booklet issued annually (for 18 years 
now) by The Travelers Insurance Com- 
panies, Hartford Connecticut. As_ usual, 
the story is put across partly with car- 
toons . . even though 1951 was the 
worst traffic accident year in all history. 
The booklet is sobering and definitely 
worth having in your library. 

-— 


WATCH OUT for a rash of anti- 
semitism and other racial and religious 
mudslinging during the heat of political 
campaigns. Things were pretty bad in 
Florida (not so much by mail as by 
word-of-mouth). Mostly defaming Ke- 
fauver on the “negro problem.” During 
the primary campaign in New Hamp- 


shire, voters received postal cards call- 


ing General Eisenhower the “kike’s Ike” 
and claiming he forced white girls to 
entertain negroes in Africa and Europe. 
If you receive samples of undemocratic, 
defaming political direct mail... please 
send them to The Reporter. If you 
would like to get authentic background 
information on the present crop cf hate- 
spreaders... buy and read the book 
called “Trouble Makers” by Arnold 
Forster and Benjamin R. Epstein, pub- 
lished by Doubleday. Price, $3.50. Gives 
some startling case histories on the use 
of the mails for disruptive purposes. 
—_ 


THE SUPREME COURT recently 
upheld the right of Illinois to pass a 
“group libel” law prohibiting the pub- 
lication, dissemination or display of any 
“lithograph, moving picture, play, dra- 
ma, or sketch” that would expose citi- 


zens of any race, creed or color “to con- 
tempt, derision or obloquy.” The court 
sustained the conviction of Joseph Beau- 
harnais under that statute. Mr. Beau- 
harnais was convicted of publishing and 
disseminating lithographs and other 
literature reflecting on the Negro race. 
He was fined $200, the maximum un- 
der the statute. This may set a prece- 
dent which will eventually remove from 
the mails much of the defamatory and 
inflammatory material which has been 
objected to so strongly by this reporter. 


It's about time. 
— 


POST OFFICE NOTES. But also 
see page 22. The Post Office Depart- 
ment is still getting an editorial riding. 
Feature writers are describing the red- 
tape and slow-down of the service. The 
New York Daily News (May 15th) told 
about a New York Broker who is using 
carrier pigeons to show-up the Post Of- 
fice. Another Security house has notified 
customers that in future securities will 
be shipped first class mail—not register- 
ed (insured by private concerns for re 
placement). That will cut down on pos- 
tal revenue. Many examples are reach- 
ing us of dated offers or invitations ar- 
riving long after advertised date had 
passed. Complaints are reaching us that 
some postmasters are working a refined 
racket by sending form No. 3547 change 
of addresses cards when the addressee has 
only taken a P. O. Box . . but still 
is at old address. One complaint crop- 
ping up is certainly not the fault of 
Post Office. You cannot use form No. 
3547 for first class. Such pieces will be 
returned. Post Office is not allowed by 
law to furnish new addresses for pur- 
pose of catching skipping debtors. You 
use No. 3547 for 
commercial mailing list. Incidentally . . . 
the 100 Million Club or someone should 
try to educate the public to return mis- 


can only correcting 


addressed pieces when writing to an 
advertiser. Where lists are rented.. 
advertiser can’t make requested correc- 
tions unless original stencil is available 


So many headaches these days. 
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Mead Papers mean business. Keep this in mind 
when you plan printing for any purpose, and 
remember the famous trade-mark that represents 
the diversified and standard Mead brands of pop- 
ular printing papers 

Big jobs. Little jobs. Elaborate jobs. Simple jobs. 
Many copies. Few copies... Your printer or lithog- 
rapher—and, behind him, America’s leading paper 
merchants—will tell you that you can specify Mead 


THE MEAD CORPORATION 


Papers, including D&C coated papers and Wheel- 
wright bristols and covers, with every assurance 
of getting the finished results you want, at the 
price you want to pay. 

Just say ““Mead Papers” to your printer or 
lithographer when you order your next job. They're 
made with his and your needs in mind... by paper 
makers with more than 105 years of tradition and 
experience back of them. 


“PAPER MAKERS TO AMERICA” 


Sales Offices: The Mead Sales Co.,118 W. First St., Dayton 2- New York -Chicago-Boston: Philadelphia- Atlanta 
ESTABLISHED 1846 
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... Says The Agency Art Director 


“I've learned this . . . on the press, art comes to life 

or falls flat on its face. That’s why | consult graphic crts 
experts on every detail, including paper. 

Speaking of paper, my offset reproduction team 
and | agree... Ticonderoga Offset always 


brings out the best in our work.” 





























“THE PRODUCTION MAN tells me what “THE PRINTING SALESMAN instructs his “THE PLANT FOREMAN instructs the press 

process to use for best reproduction of art foreman who decides on mechanics of pro- room foreman accordingly. For consistent- 

duction and paper. ly good results their choice of paper is al- 
ways TICONDEROGA OFFSET.” 


work 


irt work sparkles « TICONDEROGA OFFSET 


Make your next lithograph job the best you ever produced. 





True black & white and color reproduction . . . fine ink affinity 
... with sharp, clean results . . . you'll get them all on Te rk 
TICONDEROGA OFFSET. And you'll save money, too. &4amwo 
Printers everywhere respect TICONDEROGA OFFSET for its / 
thoroughbred performance. International Paper Company, Pays Off | 


220 East 42nd Street, New York 17. 
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